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100% NYLON 
STARTER CORDS 


TWISTED | 
CHALK LINE 


100% NYLON 
BRAIDED CORD 
; BRAIDED 
Big sell in small space. Display 
rack free with initial order for MASON’S LINE 


4 or more reels. 


GREEN Ww. 
GARDEN 
JUTE 




















No matter how you !iook at it 
KING COTTON is Always on Top 


CORDAGE 


These are the big SPRING sellers . . . ask your jobber now 


about the King Cotton Line. It’s packaged and priced to sell! 


105 DUANE STREET * NEW YORK 8, N. Y. 
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Made only by Diamond Tool and Horseshoe Co. 
THE DIAMALLOY 


GROOVE-JOINT 


Equal in quality to the Pliers and Wrenches 
Yom (olareMulehleimekastic-toMMtlate(-1 ab ial-Mselulelty: 
LINE Diamond and Diamalloy trade marks . . 
“There is nothing finer than a DIAMOND.” 


— All sizes made 
HL ] ] 0 with or without 


| mS Aeliceloli-Mmaceluire celtimmalelgohi2ele-Mecasle) (tte), 
= plastic handles. 


or industrial supply distributor. New W-24 
HL112P toh Kel lole Mel lolol har t-tal meolaMa-toltl-t im 


DIAMOND TOOL a7 /0l'SSh06 (7, 


fP%S —_DULUTH, MINNESOTA « TORONTO, ONTARIO 
% © ESTABLISHED 1908 ¢ 
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ereetings 
Sy Ie 


We wish to thank wholesale 
hardware distributors and 
hardware dealers for their 
strong support during 1960. 
We look forwardwith full 
confidence to a prosperous 


1961. 


The Yale & Towne Manufacturing Company 
Lock & Hardware ieiien 
White Plains, New York 








Want more facts? Circle 101, p. 79 
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National Retail Hardware Association 


In a recent issue of the hardware asso- 
ciation publication, the Nicholson skin 
pack was cited as a good example of 
adaptability and sales training in point- 
of-purchase displays. 

For sales training or self-selling, the 
card lists price, file name and uses. Each 
Nicholson or Black Diamond file comes 


se. NICHOLSON <> 
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with its own Hi-lmpact plastic handle 
and is held on its card with a plastic 
skin for fresh appearance. For adapta- 
bility, the assortment of 48 files can be 
hung on your pegboards or on the free 
display rack. 

We designed it on proven design prin- 
ciples to sell files...and retail experts 


Nicholson File Company, Providence 1, Rhode Island -« Files 
Ground Flat Stock « 


Hacksaw and Band Saw Blades « 
Want more facts? Circle 102, p. 79 


praises this sales package design 


have confirmed the soundness of the 
packaging design. Cash in on this fresh 
promotion idea. Call your dealer today. 


Handles designed and made by The Danielson 
Manufacturing Company-—@ Nicholson subsidiary. 


$36.30 
$24.20 
$12.10 


Selling price . 
Your cost 
Your profit . 


Rotary Burs 
industrial Hammers 
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¢ AMERICAN 
, CHAIN 


THE OLD RELIABLE \4 


CHAIN SALESMAKER 
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Assortment No. 38 


7 types and sizes 
of welded and 
weldiess chain 


y AMERICAN 


THE NEW 
CHAMPION 
CHAIN SALESMAKER 


Assortment No. 46 


“4 popular sizes of 
proof coil chain 


By Popular Demand-a NE 
ACCO Proof Coil Chain Salesmaker 


@ You asked for it, now here it is—the new Acco 
Proof Coil Chain Salesmaker. The perfect companion 
to the popular Welded and Weldless Chain Sales- 
maker, this new rack display lets you round out floor 
stock with the four sizes of proof coil chain that your 
customers most frequently ask for. Side by side, both 
self-service units consume less than 5 square feet of 
floor space. But best of all, they put chain out where 
customers can see it...feel it...and buy it! 


And when they buy it, you make money! Take the 
new Proof Coil Chain Salesmaker. You pay just 


ORDER FROM YOUR DISTRIBUTOR 


Contact your American Chain 
distributor for complete infor- 
mation about these items or write 
York, Pa., office for free litera- 
ture DH-377 and DH-79 


oem 
1 sae 


for four reels of chain (sizes —%%", 14", 44", 34%”) and 
get the display rack FREE! Sold at suggested retail 
prices, your investment produces a generous profit. 
You have three different assortments to choose from 
— (No. 46) Self-colored chain, (No. 46A) Extra-Bright 
Zinc-plated, (No. 46B) Hot Galvanized finish. 


Put new life into your chain sales by ordering an 
Acco Proof Coil Chain Salesmaker from your Acco 
distributor now. And if you don’t already have an 
Acco Welded and Weldless Chain Salesmaker, order 
one at the same time. 


AMERICAN CHAIN 


American Chain Division * American Chain & Cable Company, Inc. 
Bridgeport, Conn. * Factories: *York and *Braddock, Pa. 


Sales Offices: *Atianta, Boston, *Chicago, *Denver, Detroit, *Houston 
*Los Angeles, New York, Philadelphia, Pittsburgh, *Portiand, Ore., *San Francisco 


“Indicates Warehouse Stocks 


Want more facts? Circle 103, p. 79 
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Editorial 


by W. A. Phair 


Leonard V. Rowlands, Publisher . =~ Bes e e 

com 99 |here is nothing new 
William A. Phair, editor ee 
es, nger, monaging ¢ om 1 7 , “— — 
Kenneth A, Heale, testure path Sage. [he past year was a time of disillusionment for many business- 
| : editor <= men. It started out in a gay, flamboyant fashion, hailed as the 
beginning of the “fabulous 60s.” But around mid-year something 
happened. Business leveled out; the prospect of the boom faded. 
The “fabulous 60s” became the “faltering 60s.” 








Pay! Wooton , . . 
editorial ‘boa Dealers and wholesalers across the nation felt the slackening in 


John H. Kofron ; — i ee business. There was no big decline. It was more of a downward 
Chilton Research Director = | : z , . ‘ -allv ¢ -eded 

Peo. i trend. By the last quarter of the-year, it was generally concedec 
Se aciie cacnee asi eee agrees Mes | by even the most optimistic that we were in a “correction stage.” 


This was a disappointing ending to a year that had started out 
so enthusiastically. I know that many hardwaremen were keenly 
disappointed, and a little confused, by this turn of events. 


What happened? The experts have various answers, all complex 
Re ane and confusing. I don’t pretend to understand them. But the past 
John 6. Wilcox. 10 Hi Ste } is past, and it is the future that should concern us. 


Telephone: tty 2 


CA. Wardley_W. Pe Roos re ts ee And in looking at the future, is seems to me that the elements 
100 East 4 hg ee aa ad ¥ z , Ora — ° . . we . sit. . . 99 
Folens ee Oe, 7300.5) that were the basis of the early predictions of the “fabulous 60s 
Philodelphio 39, Po. ie. : are still here and still hold promise of an expanded economy ove! 
Edwin ei BOP gS eee the coming decade, with corresponding sales opportunities for retail 
Telephone: Sherwood 98-2000 9 ey hardware stores. 
Cleveland 15, Ohio ge | 

M. Hart, Jr. 2 Slee _ . : , 
730 8. F. Keith Bidg. eee sr * * [he business outlook for this year, as seen now by most authori- 
Telephone: Superior 11-2960 “- See | : : , : ee 

we gs ties, is for an improvement to begin around mid-year. This is the 

Detroit 2, Mich em -e ; , ; 
GL. J. Mitchell ise, Te basis on which most of the big companies are making their plans. 
714 ees Bidg. vane age 
6560 Cass 
Telephone: Trinity 4-1616 ‘ These temporary set-backs in business are not unusual. We’ve 
Chicago }, lil. ati ' anw : ae N : . fae are a : 
William Comiskey—Jomes L. Phils 2 had many of them in the past. Sometimes our memories are short, 

4 ichigan oe ‘ 1 “OF€ as neces. es ris , , , ¢ ‘ ; 
Tolihicer Rondoloh t-2is | nite er ecg — when thes are a little 
See Vebsblice’3: Col: | unpleasant. en, when we meet t ese same situations again, we 
Frank McKenzie tend to look upon them as something new and different. But they 
Telephone: Underhill! 1-7107 are not new. And they will pass as they have in the past. 
Los Angeles 57, Col : 
L. H. Jackson, 198 S. Avorn St. 


Telephone: Dunkirk 7-433 Grits [If we persist in believing that these cycles are new, we may 
Atlanta 3, Ga. A damage our ability to meet and cope with them. Let’s always 

John W. Sangston, Peachtree St. Ne 4 , 8 . oe P ; ; - ys keep 
Telephone: Jackson wet ae ee in mind the old admonition that there’s very little that is really new. 


Dallas 6 Texas o 
i gy. E. Mott 


89 Meadows Building * This thought is not original with me by any means. In Ecclesias- 
nine on at Milton ae 


Telephone: Emerson 8-475| ae tes 1:10 you will find the remark: “Nothing under the sun is new 


> Address mail to Chestnut & Séth S Be 
Philadelphia 39, Pa., SHerwood 8-20 ¥, It may be that these periods of temporary softness have some 
: Cintas Manian ‘hes virtue; they may have advantages, as well as disadvantages. Some- 
é times, after periods of good business we begin to develop sloppy 
business habits. We let some expenses get away from us. 


Then along comes a set-back in business and we are forced to 
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Editorial 


continued 


review our practices and to tighten up here and there; to climb 
out of the rut we may have slipped into. It also makes us realize 
that any gain we hope to make in our business will not come to us 
without effort; we will have to work for it. 


Perhaps we could all use the present slowness in business to take 
a good hard look at how we are operating, to look for means of 
improving our practices and policies. Then, when sales again turn 
upward we'll be in an ideal position to benefit. 


I can think of no better resolution for the New Year than this. 


Delivery problems... 


Prompt, complete delivery of merchandise to dealers is one of the 
responsibilities of wholesalers that has received much attention in 
recent years. Getting invoices into the hands of dealers faster, 
sometimes with the merchandise itself, has been another area of 
much study. 


Present practices of all wholesalers are by no means ideal, but 
there has been substantial general improvement. The expanding use 
of electronic bookkeeping and billing methods will probably help 
to further shorten shipping time. 


This need to improve shipping methods is by no means limited to 
wholesalers. Factories, too, have a challenge here, a challenge that 
is not fully appreciated. 


True, there are some manufacturers who have recognized that 
today’s changing conditions demand new approaches and have 
tackled shipping problems aggressively. However, too many other 
manufacturers are still using yesterday’s inadequate methods. 


The situation has been further aggravated by the slowdown in 
business. This slackening in business has caused some factories 
to cut back their production schedules to the extent that their in- 
ventories are unbalanced. Consequently, they are shipping orders 
to wholesalers short of some colors and models. This shortage is 
felt all along the line and eventually results in lost sales to con- 
sumers. 


We all recognize the complexities of factory production sched- 
uling. But just as dealers and wholesalers have problems which 
they alone must face, and solve, if they are to stay in business, so 
do manufacturers have difficult tasks that must be handled effici- 
ently. Better delivery practices is one of these tasks. 


Possibly a better effort can also be made to encourage wholesalers 
to return to the practice of placing volume orders for futures. This 
custom has lapsed, for various reasons. But, it should be an im- 
portant phase of a factory’s overall efforts to improve its distribu- 
tion methods. 


With all the attention being focused on the problems faced by 
wholesalers and dealers, let’s not forget that factories, too, have 
problems that need urgent attention. 
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If you reach into your pocket, you'll find one good reason 
to feature and display SPOT CORD.® Your wallet. You’ll 
put more money in it by selling SPOT CORD every day. 





< & >SAMSON CORDAGE WORKS: BOSTON 10, MASS. 


oe 


Want more facts? Circle 104, p. 79 
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WASHINGTON 


Meus 


A SUMMARY OF EVENTS THAT WILL AFFECT YOUR BUSINESS 


Lower business taxes? Maybe .. . 


The 87th Congress convenes next month, definitely in the mood for 
tax reform. Lawmakers will try to ease the tax burden on small 
businesses so dealers will be able to plow back more earnings into 
inventory and capital improvements. Supporters of tax reform 
will argue that economic speed-up now depends on increased spend- 
ing by business for expansion and improvement. The problem: 
stimulate growth fast enough to offset possible decreases in federal 
revenues due to tax cuts. 


Priority for needy areas... 


President-elect Kennedy will have his own crash program ready to 
put before Congress soon, calling for aid to depressed areas. Short- 
ly after his election, Kennedy appoints a citizens’ committee to pre- 
pare a model program for developing new job opportunities and 
stimulate investment in new industry in areas of chronic unem- 
ployment. He will ask Congress to approve a new department of 
urban affairs to supervise government pump-priming in depressed 
communities. 


Farmers try operation bootstrap... 


The nation’s farmers have already made up their minds they won't 
be much better off after the election than they were before. Rural 
lobbies, such as the National Farmers Union and the American 
Farm Bureau Federation, are drafting aggressive legislative pro- 
grams to hand Congress. These groups will demand immediate ac- 
tion rather than wait and see what President-e'ect Kennedy’s pro- 
gram will do. New farm problems facing the Kennedy Administra- 
tion include a widening gap between price support costs and average 
farm income, and an increasing trend to sectional, rather than 
national, farm problems. 


Imports: less control for President 


The Supreme Court has stripped the President of his power to 
modify recommendations of the U. S. Tariff Commission in so-called 
“escape clause” cases. The high court refused to upset a lower court 
decision which stated that the President must either accept or re- 
ject rulings of the Tariff Commission. The case arose when Presi- 
dent Eisenhower undercut a commission recommendation for in- 
creased duty rates on imported bicycles. Effect of the ruling will 
be to put new pressures on Congress this year to revise U. S. 
tariff laws. 
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TARGET 
BARE? 


BASIC MEASURING TOOLS 


FILLER 
UP... 


tc keep sales moving fast on all items 


“We have to refill our Lufkin Turnover Target 
every week,” reports Tennant Bros.,'Tampa, Florida. 
Lufkin measuring tools are that popular. And a 
well-stocked display keeps sales moving. Other 
dealers report: 

“It’s doubled our business... proved that stuff 
kept under the counter is wasted money.”’ 
‘Turnover up 70% ... and I’m using less space.”’ 
‘“‘My turnover has more than doubled.”’ 

LUFKIN’S EXCLUSIVE SELF-SERVICE CENTER for 
all types of popular measuring tools sells them on 
sight. Join the dealers who are now cashing in. If 


you don’t have a Lufkin volume-building Turnover 
Target, call your wholesaler for information. If you 
do have one, keep it stocked. You’re losing sales 
when you don’t. 


WHY STOCK TWO 
WHEN ONE WILL DO-—/F IT'S... 


IN 


SAGINAW. MICHIGAN 


Want more facts? Circle 105, p. 79 
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TRENDS AND FACTS TO HELP YOU PLAN FOR THE FUTURE 


Watch fourth-quarter figures... 


A clue to consumer spending in the immediate future may be found 
in fourth-quarter sales figures, which will be available shortly. 
Many economists think consumer spending hit bottom in third- 
quarter, and could now start improving. If these assumptions are 
correct, fourth-quarter sales could be as good as, or beiter, than in 
recent years. The upturn could carry over into 1961. Economists 
testifying at Congressional hearings and several recent consumer 
demand surveys support the viewpoint that these are signs suggest- 
ing that an improvement in consumer buying could develop in the 
next few months. 


Manufacturers seem less worried... 


Another clue to future business trends is the plans of manufac- 
turers for building new plants, buying new and better machinery, 
in the first-quarter next year. This spending is a key business 
barometer. Spending will be down when based on a year to year 
comparison, but the percentage of decline is less. First-quarter 
spending for new plants and equipment will be $35 billion, according 
to the Commerce Dept. This will be 4 percent below peak spending 
in 1960’s second-quarter. However, this is a mild decline when 
compared with the first three quarters that followed the 1957-58 
recession when spending dropped 20 percent. 


Boom coming in farm building... 


Hardware dealers in the farm belt can look for increases in sales 
of products used in construction of farm buildings for animals. A 
boom in farm building is in the making, and to hardware dealers 
it will mean bigger demand for builders’ hardware, paint, electrical 
and plumbing supplies, tools and fasteners. Anticipated boom is 
based on new trend among farmers to keep livestock in buildings 
during inclement weather. It’s known as “Confinement rearing.” 
The farm publication, Farm Journal, points this out in a report on 
the outlook for 1961. An important factor: Farmers will have more 
money to spend on this type building as livestock prices go up. 


Clue to budget making... 


If you are planning a budget for next year it may pay you to be 
somewhat liberal in estimating increases in sales expenses. Chances 
are that salaries per employee may go up, and it would be wise to 
allocate more expenses in the fringe benefit area. The reason: 
Congress probably will approve a minimum wage rise, despite ob- 
jections from many retailers. Also, Congress may approve a bill 
to put state-run unemployment compensation systems under federal 
standards. This would mean higher taxes. 


... Turn to page 110 for more news of How’s the Hardware Business. 
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HERE’S THE 
LINE UP- 
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In the market for lag bolts? 
We make a full line of sizes. 
Machine, and carriage bolts also. 
And they're all top quality. 


BETHLEHEM STEEL COMPANY, BETHLEHEM, PA, 


Export Distributor: Bethlehem Steel Export C orporation. 


BETHLEHEM 
STEEL 
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MERCHANDISING 


newsierer 


A REPORT TO HELP YOU MAKE BETTER LONG RANGE PLANS 


HIGHER PRICES, HEAVY RESTYLING: GUIDE TO ‘61 MARKET. Cost and retail 
prices are rising on some lines of metal cookware. More rises are 
expected, mostly in the 5% range. New product introductions and 
heavy re-styling of staples are rumored, particularly in small 
appliance field. Aim is to stir up Sluggish sales. Plastics’ 
manufacturers have a host of new ideas for 1961, many of which 
will debut at the National Housewares Show. You'd do well to 
watch all price change reports and remark old stock at once to 
new levels. Also, keep abreast of radical product changes through 
HA's Buying Check List and trade shows, to keep your offerings 
current and to curb markdowns. 






































MONTHLY CHARGE ACCOUNTS: GOOD ENOUGH? If you think that ypu satisfy all 
of your trade's credit needs with 30-day charge accounts, you 
may be way off base. Why? Instalment credit this year is showing 
10 times as much increase as are charge accounts in purchase of 
consumer goods. In total volume, instalment accounts for con- 
Sumer goods were nearly $6 billion ahead of straight charges as 
of Oct. 1. In brief, if your regular charge volume is $10,000 a 
year, it could reach $20,000 or more if you switched to time-pay 
or revolving credit. And don't forget service-charge profits. 

















DO YOU HAVE TROUBLE KEEPING GOOD EMPLOYEES? Money may not be the reason. 
A recent, major survey aimed at finding out why employees quit 
jobs they are trained for points to "lack of recognition" as a 
key reason. Other reasons: "Lacks area of prime responsibility," 
and “unjust standards for judging work performance." A pat on 
the back, a kind word, definite work assignments, and regular 
Salary reviews may help avoid staff problems. 




















TWO PROMOTIONS BEAR WATCHING; AFFECT POWER TOOLS, DRAPERY HARDWARE. A 
recent test promotion of a new electric gadget that opens and 
closes draperies went over with a bang. When available to you, 
this item will be most effective in drawing drapery hardware trade 
if used in display windows. Another promotion in an Eastern food 
chain pushes power tool workshops at a bargain price when cus- 
tomers buy $10 or more in food. Layaway terms offered. This is 
competition that most dealers find hard to match. Its "fair to 
good" response may lead to more of same. 
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Simply Superb! Simplicity with a capital ‘S.”’ eae ee Wallace “first” that assures the loveliest lustre 


This is North Shore—setting an exciting new \ / on the market. Heavyweight, graded, solid stain- 


trend in stainless style...and in your sales. Clean- ; a ew less steel is crafted the Wallace way —for perfect 
lined and streamlined, North Shore is a happy f 2) Pa Sew cadusaalt i. balance and uniformity in every piece. All this plus 
marriage of traditional and modern...witha ¢ Pr ) " | | smart-set packaging. Stock up now with this 
bright new touch: new Deen Glo finish, another { = 7 newest sales leader—North Shore by Wallace! 





pc. SET, service for 6 only $24.95 retail in monogram chest 


WALLACE | STAINLESS 


AiTHS AT WALLINGFORD, CONN. SINCE 1835 


SEE FOR YOURSELF! VISIT BOOTH NOS. 1820, 1822, 1824 AT THE 
NATIONAL HOUSEWARES SHOW, LAKEFRONT EXPOSITION CENTER, CHICAGO 


Want more facts? Circle 107, p. 79 
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Priced Low for fast turnover! ¢ High style STOPS ... and SELLS ... traffic! 


EVEREDY’S complete line of top-selling Housewares has 
the expensive look, the luxurious air that makes every item 
loo«x like more money! And EVEREDY gives you more — 
in sales, turnover, profits — more in promotional value! For 
more business .. . for plus sales .. . see EVEREDY! 


LAZY SUSAN 8880 


Exclusive Candlewick glass design with spacious chrome-covered bowl 
and unique Lucite crystal knob. Made and priced for fast turnover. 


"TATER BAKER 8590 


Unusual top-of-stove oven. Works like oven but uses only 1/12 the heat. 
Bakes potatoes, warms buns, etc. A hot profit item ... over 1,500,000 
sold! 


King Size KAKE-SAVER 9910 


Modern fluted glass plate, grooved to hold gleaming chrome cover, 
footed for easy lifting. An attention-getter that looks like more money! 


INFRA-RED BROILER 8970 


Just like charcoal broiling. Gleaming chrome finish — easy washing. 
Heat-resistant feet and handles. 


SEAMLESS SQUARE KAKE-SAVER 9915 
Sculptured, glistening chrome with ebony black knob and fluted crystal 
glass plate. An item with real sales appeal. 


SEAMLESS CHROME CANISTER SET 8830 


First and only deep-drawn seamless chrome canisters. Chrome stays 
bright. Nodirt-catching crevices; permanent lettering, ebony black 
knobs. 


THE HOT sas MAKERS COME FROM (444.1, > 


THE EVEREDY COMPANY « Frederick, Md. 
CRAFTSMEN IN CHROME «+ COPPER + STAINLESS 


Want more facts? Circle 108, p. 79 
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4-3-2-1-BLAST OFF! 


- galaxy of's 


. STAR LIGHT'S NEW 1961 
; ge t . ; a é he A 3. : 


& 


SPECIAL TIE-IN PROMOTION 


FEATURING 4 SENSATIONAL TOP PROFIT 
FIXTURES AT SPECIAL SALE PRICES 


Specially picked, Specially priced to keep your cash reg- 
ister red hot with action! Time is here for you to act. 


Send the coupon now for details! 


hy, 
& 


F a 7 
" 


~— 


SL-138 BEDROOM FIXTURE 


White bent glass square with 
stylized pine tree decoration in 
gold bead. 14” square, 5" deep. 
Polished brass knob. 


$995 


(regularly $3.77) 


—— 


et 


a a 








SL-421 KITCHEN FIXTURE 
Contemporary style for kitchen, 
bath, recreation or family room. 
White metal shade, white ce- 
ramic glass. Polished chrome 
connecting ring. Diameter 15”; 
depth 7%". 

SPECIAL RETAIL PRICE 


$Q95 


(regularly $11.95) 


GET INTO ORBIT 


SL-712-7 WALL BRACKET 


Distinctive fixture of clear fluted 
crystal. Elegance outdoors or 
in... Height 9%"; extends 64%". 
Lustrous black with polished 
brass trim. 


$39 


(regularly $3.33) 





ge 


Wh) 
RS iy 


FOR PROFITS! 


SL-960 PULL-DOWN 

Smart contemporary shade with 
top perforations. White ceramic 
diffuser with clear glass dots. 
Diameter 13”. Pulls down from 
12” to 48”. Satin Brass Finish. 


SPECIAL RETAIL PRICE 


(regularly $12.21) 


SL 712-14 (Antique Copper)—SPECIAL 
RETAIL PRICE $3.29 (regularly $4.44) 


Z > 
Ynys 


STAR 
Sight 


Want more facts? Circle 109, p. 79 
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measuring 4 . pm : ‘ 
‘cup set oS : | | | 


Baking and Measuring Aids... part of a line of over 50 cataloged 
kitchen tools and gadgets . . . designed, produced and 

packaged for consumer acceptance ... by the makers of 

the famous Foley Food Mill. 


cavertiond Dotter Homes 














Minneapolis 18, Minnesota, Dept. 107 
Want more facts? Circle 110, p. 79 
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FIRST major change in the R.F.D. mailbox 
approved by the Postmaster General in over 
50 years. 


RUGGED construction—built to last as long as 
the house. Your customers will appreciate the 


quality and beauty built into this decorative 
mailbox. 

NEW methods make it indestructible under 
normal use. Door, frames, flag, and hood are 
heavy-duty, die-castings. (Equivalent of marine 
hardware.) The body is stamped from 
heavy-gauge zinc-coated steel. 


BOX has a baked-on acrylic finish that won't 
that’ ty fade in the sun... won't crack and peel in 


what they say freezing weather—the hood is chrome plated. 


Mount-at-any-angle pole and bracket are 


when they available as an accessory kit. 
see Southern’s 


Town and) Country 


SUBURBAN MAILBOX 





See us at the Housewares Show: 
BOOTH A-20 


6005 


Mail Coupon Today for catalog sheet and price list 


t SOUTHERN FABRICATORS CORP. 
onan I 1010 W. Broadway © Steeleville, Illinois © Dept. 601 
Chrome Blue Turquoise i 
Chocolate Suburbon Pink Master Carton 1 
Thunderbird White (6 boxes) a 
SIZE Accessories 5 

§ 


Name 
Pp 
201%’’ long (Per set) 
8%" wide 8%"" high Company 
Address 


City Zone State 


FABRICATORS | CORP 


W. BROADWAY . STEELEVILLE,. ILL 


Position 


Want more facts? Circle 111, p. 79 
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You'll “Rocket to Profit’ with P.O.PS. 


Some people just have a good product 
... and expect the world to beat a path 
to their door! But today it takes equally 
good packaging, displays, merchandis- 
ing, and advertising to win maximum 
success at your cash register. And G-E 
Bulbs have rolled them all up for you in 
a Point-Of-Purchase Selling System that 
is absolutely tops in its field! 


Want more facts? Circle 112, p. 79 


PRODUCT... First as always with 


the big improvements, including the 
smaller, brighter, whiter 100-watt 
bulb that fits where 100’s never went 
before. 


PACKAGING ... All-new designs 


with great big wattage numbers your 
customers can see clear across the 
store. 





6-E BULB PROFITS: 


when you join General 
Electric’s Mister Magoo on his 
TV flight to the moon! 














BLAST-OFF FEB. 13 


FASTEN YOUR SEAT BELTS. Tie down your 
cash registers. Get set for the profit-makingest 
G-E bulb promotion ever... biggest event since 
“Ballots for Bulbs” last Fall. The nearsighted 
Mister Magoo, narrowly beaten in the Presi- 
dential race, will be the First Man on the Moon 
... in more than 10,000 TV spots on local stations 
and nine network shows, plus big magazine 
space. Ride with Magoo to a new profit peak— 
with a full stock of General Electric Soft-White 
bulbs in ALL the sizes your customers want! 
See your G-E bulb man for details NOW! 


...G-E Point-Of-Purchase 


DISPLAYS... 


- Built to fit your store, MERCHANDISERS. .. Geared to 


tied in with G-E promotion to give your needs and designed for fastest 
full impact of Magoo’s exciting trip turnover. Keep’em filled so you won’t 


to the Moon. 


miss sales when campaign starts. 





n 








Selling 


ADVERTISING... Featuring the 


inimitable Mister Magoo in commer- 
cials and magazine ads that are the 
best in the business. 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 
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ys every cleaning anit / 


It's the RIGHT brush if .... 
It's aWRIGHT-BERNET brush. 


} : No. 24 PROFIT-PAK 
ae ray Floor Brush Display 
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No. 1750 PROFIT-PAK TLAAR 
Household Brush Display | 


You can be sure of a \ ra ) | 
Profit-Packed turnover | — 


with the PROFIT-PAK displays (J 

















WRIGHT-BERNET, ENC. DON'T FORGET— 
1524 Bender Ave., HAMILTON, OHIO if it's Brushes !-""Wright-Bernet” 
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make it a point to see everything new In 


PORCELAIN CAST-IRON 


B the the 
® base is finish is 
r = N CAST-IRON PORCELAIN 
L r\ 4 


BOOTHS 333-335-337 m McCORMICK PLACE 
34TH NHMA @ NATIONAL HOUSEWARES EXHIBIT 


PRIZER-WARE 8 READING, PENNSYLVANIA §@ John A. Huston Co., Ltd., Canadian Sales 
Want more facts? Circle 114, p. 79 
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—The FIRST pediatric-contoured molded fiber glass 


NATIONALLY ADVERTISED and PUBLICIZED 
In PARENTS’ and BETTER HOMES & GARDENS 


Attractive modern style, smart in any home 
with Persimmon, Turquoise, Goldenrod or 
Cocoa seat and bronze-tone metal frame. 
Fully enclosed back and sides protect baby 
from drafts. Durable molded fiber glass is 
rust-proof, chip-proof, stain-resistant, non- 
toxic...wipes clean with damp cloth. 


LOW CHAIR WITH YOUTH’S JUVENILE 
PLAY TRAY DINING CHAIR CHAIR 


CHANGE-ABOUT DESIGN 
HIGH CHAIR 


FOR BABY \ MAKES 4 CHAIRS IN ONE 


For children from infancy to 8.years...removable 
extension legs, tray and footrest solve the problem 
of outgrown juvenile furniture. $1995 

Retali Fair Trade Price 


ITEM NO. 950 








BABY BATH** 
Soft, smooth polyethylene 
for baby’s safety. Shaped 
to give back support. Non- 
slip bottom. Removable 
soap dish. Yellow, White, 
Pink or Turquoise. 


ITEM NO. 600 

Se a ‘4 Suggested retail... $2.98 
CAL-DAK BED RAIL 

Makes any bed safe for a child 


New, deluxe model with solid panel side in ' 
pink “Little Lambs” Pattern No. 910. Easily Odor-Sealing 
installed, no bolts or clamps. Folds for stor- DIAPER PAIL 
age or travel. May be use singly or in pairs. Quiet...clatter-proof in 
ITEM NO.1401 Retail Fair Trade Price... $495 rust-proof, dent-proof... 
ate unbreakable polyethylene. 
Sanitary, tight-fitting lid. 
Bail handle. Yellow, White, 
Pink or Turquoise with 


: ~s Lower arms swing out, slide black clown design. 
Bive ‘‘Choo-Choo” Pattern No. 905 between mattress and box spring 
ITEM NO. 613 


STANDARD Triple-Bar BED RAIL, Item No. 960, $2.95 each Suggested retail... $2.98 











*Patented U.S. Patent No. 2,859,454 
**Design Patent No. 186,578 


Manufacturers of Work-Saving Quality Housewares 


FACTORIES: Lancaster, Pa.«Littie Rock, Ark.+ Colton, Calif.» Los Angeles, Calif. 
Want more facts? Circle 115, p. 79 
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ANDROCK ANNIE says: 


IT'S BAKING TIME... 


Time 
to Promote 
a Big 
Baking Bee! 





No. 573X Chrome Sifter 
to retail at $2.98 


Women love to bake — and they love to use 
Androck baking tools. Androck’s leadership 
line builds volume sales for you. 


FE: SS Fa ae 
ty <9 
+ 


No. 282X Roast Rack No. 285X Turkey Lifter No. 618X Cake Cooler No. 822 Dish Drainer 
Retail $2.50 Retail $1.98 Retail $.69 pair Retail $1.49 
Be sure to stock, feature and sell the Androck 
line. It’s styled, carded and labelled for fast 


A * By ed oO Cc mi turnover and dependable profits. 
WIREWARE 


Made by The Washburn Company, Worcester, Mass. and Rockford, Illinois 


80 years of American manufacturing experience 
Want more facts? Circle 116, p. 79 
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Bmye-catchineg... 


ODdlorisa 1! 


BLOSSONIG 


es 


mol olel told han olaet-Yo mh col ae Zell U l= 
sales... fast turnover 


. So realistic you can almost smell the fra- 
Lae lala - Moh Me a-to] i olielttolast- Om -1-1ol bikie] Mal-ba meet -Ttiela 

« in. full’ color “‘belongs’”’ in every kitchen. 
Complements Continental Can Co. Decoware 
pattern. Order your stock of Pro-Tex Blos- 
soms stove mats now! 


JOIN THE GOLD RUSHF! 


mosale 


It has rocketed to one of the 
fastest selling mats in the line. 
Looks exactly like mosaic 
tile. Sells on sight. In a large 
variety of colors. Sizes, too. 
Low price for quick sales .. . 
juicy profits. If you don’t fea- 
.. See ture mosaic . .. you should. 
‘ » Sere. -_o It’s hot! 


Easy cleaning STEEL TOP 
Soft ASBESTOS BACK 
AIRCELL INSULATION 


See us at the Housewares Show — Booths 971-973-975 


2490 Lee Bivd., P.O. Box 3573, Cleveland 18, Ohio 





Want more facts? Circle 117, p. 79 
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BEAUTY — QUALITY — RELIABILITY 


No. 520—Kitchen Tools Assortment 


Designed to meet the demands of retailers throughout 
the nation, this self-service kitchen-tools department 
identifies each item by name and number, and comes 
complete with mounting hardware and price-mark areas. 


24” wide, 
ratte) ee 1 5” deep, 


Kitchen Tools : 30” high. 

. py IRVIN-WARE L 4 ; 
Permanent 
colorful 
display, 
capable of 
holding 45 
items is 
FREE 
with your 
order of 
1 doz. ea. 
of these 
15 items 








Be sure to see the complete 
Irvin Ware line, in 
BOOTH 613-615 
34th NHMA HOUSEWARES EXHIBIT 
Exposition Center—McCormick Place 


ALL ITEMS SHOWN 
ARE AVAILABLE 
IN OPEN STOCK 


No. 510—Bar Accessories Assortment 


A complete self-service department in less than 2’ of 
counter space. This is a tested and proven profit 
builder across the nation. A trial will convince you. 


23” wide, HOME 


” “at eteabetenean Ss 
6” deep, or 9rpoacenric 


tae . ¢ te 
”” ; 3eF : *% . e 
ig wMi MYVUUUUY 
. 7 ‘ 
¥ity ¥¥ A M 


na sala 
eee Me EO 
a 


%, ie * * * 


[ie # 
fit 


> / 


+ % ‘ 
‘ oe : 
ith gh 


FREE! 
Permanent 
two-color 
display 
with your 
order for 

1 doz. ea. 
of these 
18 items 


Further information and eel 
catalog sheets are available from 


IRVIN WARE COMPANY 
43-30 38th Street, Long Island City 1, N. Y. 


Want more facts? Circle 118, p. 79 





SOLID ONE PIECE PLASTIC SEAT 
NO. 170 


« flat seamless surfaces + withstands hun- 
dreds of pounds of pressure « vinyl 


replaceable bumpers « plastic covered hinges 


AMERICAN PLASTIC PRODUCTS co. / Hamtramck, Michigan 


Want more facts? Circle 119, p. 79 
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Don't buy 
until you 
see the 
new and 
improved 
Dennis 


Mitchell 


line. 


High Profits 
High Style 


High Performance 


See us at all the shows. 





4424 Paul St., Philadelphia 24, Pa. 


Want more facts? Circle 120, p. 79 
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/ DURING THE 
| NATIONAL 
| HOUSEWARES 











ers TO 
prow 


1v “acon FOR EVERYONE / 


IT’S THE 


¥*& 2-CUPS 
¥%& 5-CUPS 
¥* 9-CUPS 


% 12-CUPS 
% 14-CUPS 
* NEW 32-CUPS 


~ 





acoA 
ALUMINUM 
Cc LARGE 
pr 
<0" yt? 
po or” 


NON-AUTOMaric 





| 

| BROADEN 

_ YOUR | 
| DISTRIBUTION 

| OUTLETS 

| WITH 


| THESE 
| SENSATIONAL ms Tee 


EXCITING .. . NEW 
2-CUP AND 5-CUP 


ITEMS! pL 
| SEE US AT 
BOOTHS MODELS WITH 


DUAL ELEMENTS TO 
OPERATE ON. 


12-VOLTS ... 
FOR CARS ... BOATS... PLUS 


115-VOLTS ... 
EXHIBIT FOR HOMES ... MOTELS ... ETC. 


547-549 


_ The METAL WARE Corforation 


TWO RIVERS. WISCONSIN 
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New... different... distinctive 


LHecotcaoer Genuine 


WASTEBASKETS from CAL-DAK 


PLAS-TEX DIVISION 


All the convenience, economy and durability of a rust-proof, dent- 
proof polyethylene wastebasket is now available in handsome 
“decorator” styling for the living room, bedroom, den or office. 
Here’s a really different wastebasket to attract the fashion-wise 
woman who appreciates smart design combined with practical 
utility. An outstanding item for gift promotions and year ’round 


sales appeal. 
® Graceful flared shape that 


fits into any type of home decor 


® Unbreakable polyethylene in 
> luxurious leather-grained texture 
é with smooth interior and rim 
Decorator : Ps for easy cleaning 


WASTEBASKET in ® Decorative cut-outs form 
ITEM NO. 6701 convenient carrying handles 


sale te oe 
a “ve na : > oy wll le . ® Handsome gold decoration 
. ar. SOE. Capen. adds richness and beauty 


RETAIL PRICE... $2.98 
© New, exciting decorator colors: 


Olive Green, Sandalwood, 
Copper Tan, Chestnut and Black 


+ 


Glitter-Textured 
WASTEBASKETS 


T 


Practical, washable polyethylene with 
light-reflecting textured panels. 3 pop- 
ular sizes for kitchen, family room, bed- 
room and bath. 
oF a Choice of: 
No. 6704 « 35-Qt. —_ edi Yellow, White, Pink, Turquoise, 
cepentetins FP e e << Copper Tan and Sone diew 
Retail: $2.98 


No. 6702 « 15-Qt. 
Retail: $1.98 


FCALDAK) Manufacturers of Work-Saving Quality Housewares 
2525 MILITARY AVENUE - LOS ANGELES 64, CALIFORNIA 
Want more facts? Circle 122, p. 79 
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The NHMA cordially 
invites the nation’s 

buyers and merchandisers 
of housewares products 

to the most comprehensive 
industry show ever held. 


Products, people 


and merchandising 


ideas of 9O9 exhibitors 


will dramatize housewares 
progress against the 
spectacular backdrop of 
Chicago’s magnificent new 
lakefront exposition center. 
Don’t miss the only complete, 
the only national picture 


of the housewares industry. 


Want more facts? Circle 123, p. 79 
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34" NHMA 


National Housewares Exhibit 


JANUARY 16-20, 1961 


(Monday thru Friday 9 A.M. to 5 P.M.) 


McCormick Place- Chicago 


ATTENTION, BUYERS! If you haven't applied for a hotel 
reservation, or for your advance admittance badge, write 
now on your letterhead to the NHMA at the address below. 


Serving the housesdants industry since 1[9OS8S 


NATIONAL HOUSEWARES MANUFACTURERS ASSOCIATION 


(incorporated net for profit) 


1130 Merchandise Mart + Chicago 54, Iilinois 
Want more facts? Circle 123, p. 79 
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give your customers the QUALITY they expect 
from products that bear a QUALITY name... 


Millions of Americans have been “‘con- You can offer the same quality that 
ditioned” to quality dining at Duncan has become a national dining tradi- 
Hines “recommended” eating places tion. The Duncan Hines name on 
for more than a quarter of a century. kitchen implements, housewares and 
These satisfied customers can easily gift items will mean to your customers 
be YOUR satisfied customers when what that famous symbol means to 


you display Duncan Hines products for discriminating travelers everywhere. 
the home. 








Step up CLEANER volume 
and REPEAT SALES with 


100 fast selling kitchen tools 


than our— 
ce just 4 of more Turner & Sey™ 
Here no s asieall gadgets - te of American Home 


Vv thr gener 
cacegggeatsuet _ {he to $25.00 


makers. 


ao name k 


AW ITEM FOR EVERY PRICE 


at sites: } 


— i 8 
Wi aia 


Bate Taipergs tie ts 
Sige 
up age oe 


Recommend and Sell PENNY-BRITE 

with Confidence — nationally 

advertised PENNY-BRITE is the 

number one Cleaner for Copper and 

Stainless Steel surfaces. It keeps 

pots and pans glamourously clean. 

Economical and easy to use, especially 

formulated for instant cleaning action. ~*~ ‘ 
Available in 7 ounce and 15 ounce jars. i ag 
Now being sold in leading stores from coast to coast. 


. s | If our representative has not called on you, write direct 
VISIT our BOOTHS NO. 818, 820,822 \ | = {or complete information. 
in Chicago, Jan. 16-20 : THE KENERSON-EDGAR CO., Department D 


12630 Superior Avenue + Cleveland 12, Ohio 


During the Housewore Show — we will be registered at the Conrad Hilton — 
you are cordially invited to stop in for a visit. 
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HARDWARE AGE 


BUILDERS 
HARDWARE 
HANDBOOK 


By Adon H. Brownell, A.H.C. 


JGUMUAaVH .SadAU Miia 


HUUYMUUAUH 


Practical, down-to-earth information for hardware men, 
contractors, architects, students, teachers. 


All the basic facts about Builders’ Hardware presented in 


simple, easy to understand language. 234 pages, 


385 illustrations, 
size 8!/," x 11" clothbound 


Price only $8.00 


Detailed descriptions of functions, applications, specifica- 
tions and estimating. 


RECOMMENDED BY NATIONAL BUILDERS’ HARDWARE ASSOCIATION 
AMERICAN SOCIETY OF ARCHITECTURAL HARDWARE CONSULTANTS 


This all-inclusive volume covers base 
metals, finishes, hinge requirements, 
lock functions, exit devices, door closing 
devices, lock security and keying, hard- 
ware installation, special type hard- 
ware for specific types of Buildings, 
and safety precautions. Operating 
costs, financing, marking goods, other 


—for experienced hardware men or students 


—how to set up a builders’ hardware department—and 
make it pay 


information necessary for efficient 
management. A complete glossary of 
builders’ hardware terms is also in- 


cluded. 


—how to read blueprints and specify jobs 


—how to cash in on replacement and follow up items 


—how to bring prospects into your store 


CSS SSS SSS SSS SSS SSS SSS SSS SSS SSS SSS SSS SSS SSSSSSSSSS SSS Ss8e, 


WRITTEN BY AN EXPERT 
WITH 45 YEARS’ EXPERIENCE 
IN BUYING, SELLING 
AND MANUFACTURING 
BUILDERS' HARDWARE 


O 


HARDWARE AGE, DEPT. A2 

56th & Chestnut Sts. 

Philadelphia 39, Pa. 

Please send me copies of HARDWARE AGE BUILDERS’ HARDWARE 
HANDBOOK by Adon H. Brownell, A.H.C. | will send payment upon receipt of 


the invoice in the amount of $8.00 per copy, plus 45 cents handling and 
postage. 


Check here if sending payment with order, saving you the 45 cents handling 
and postage charge. 


SS SS SS SSSSSSSSSSSSSSSSSSSSSSSSSSSSeeeeeeeeeeenugceaaaanaaawnan al 
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Brushes 


NEW Fashion 
Styled Handles... 
Smart eye-catching 
design combined 


with proven utility 


NEW Tailor-made 
Packaging ... 
Gold tags, bubblepacks, 
3-color poly bags 
MODERN DISPLAYS... 
NEW ITEMS... © 
FULL PROFIT... 


MAKE THIS EXCLUSIVE 
LINE SELL FOR YOU 





SEE US at 
Booth 203-05-07 


National Housewares 


Show 


Kellogg Brush > 
Manufacturing aS ae 
Company = 
Westfield, Mass. = 


a Sciilaeccisacmes! on eS, 


Want more facts? Circle 128, >. 79 
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You make extra profits 


Appa g Qand your customers 
~ dagpbenefit with proper 


~ HUMIDIFICATION 


} when you sell this 


i HUMIDIFIER 
ZZ MSsenalt 
IT 





95 


RETAIL 


For your customers who want to enjoy healthful moistened air, protect 
their furniture, save on fuel costs, and improve room comfort . . . Skuttle 
offers you this profit package. The Model K-711 Humidifier Assembly 
Kit is designed for do-it-yourself customers. It is easy to assemble and 
simple to install. This Profit Package —can save your customers several 
dollars on assembly and installation charges. If you want a fast moving 
item this winter, it will pay you to order several of these Skuttle Profit 
Packages today. 


Gxwuttie [DDusli-ban Filters 


} 


ee otal aia filter gage 
a SB These new low-cost, washable 


electrostatic filters never need 
oiling. Each is framed in zinc- 
coated steel for rugged, rust- 
resistant wear. The electro- 
static action of the Skuttle 
DusT - ban Filters guarantees 
removal of dust, dirt, and 
pollen particles, but allows 
the free flow of air for maxi- 
mum heating or cooling effi- 
ciency. A FREE Filter Gage to 
each customer purchasing 2 
DusT-ban Filters or $1 cost 


Skuttle Filter +1 Q5 :* 9 with 1 filter. 6 popular sizes, 
Gage . a $4.95 each. 


“ a 
eet 


VAPOGLAS PLATES 


SKUTTLE PATENTED VAPOGLAS PLATES. These 
plates are made of compressed pure glass 
wool. They are porous (taking up to as much 
as 70% more water per pound than ordinary 
filter plates) and resist clogging longer. Avail- 
able in packages of 5. 


Pome MANUFACTURING CO. 


2 MILFORD, MICHIGAN 
IN CANADA: WAIT-SKUTTLE CO., OAKVILLE, ONT. 
Want more facts? Circle 129, p. 79 
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Announcing 
THERMDs 
spectacular line 

of modern 


OUTDOOR 
PRODUCTS 














a as - wr 
a 


Brightest 


ight ato 


5 
} 
-_— 
f 


Ag ! 


Cooking-est 
~ stove 
LO rove 


\ 





Build volume sales in camping and outing gear 


Farewell to old-style camping with its quaint 
inconveniences. For 1961, stock dramatic, 


high-profit camping and outing gear by 


“ THERMOS ”— colorful, comfortable, conven- 
ient. Now offer handsome, companion-styled 
outtits, with every item designed to save 
campers time, money, effort, weight or load- 
ing space. THERMOS Camp Stoves (4 models) 


burn any gasoline, cook with intense direct 
flame. THERMOS Camp Lanterns (4 models) 
burn any gasoline, give brilliant white light. 
“Wing Tents” by “THERMOS” (2 family-sized 
models) are jauntiest and breeziest, fully 
screened, floored. “Pop Tents’’ by “THERMOS” 
(2 models sleep 2 or 4), sewn-in screening, 
flooring, pop up in a jiffy without center pole; 











Pops. 
up In 
9() seconds 





by tH [ R M 05.—foremost brand in outdoor living 


hold two one-quart vacuum bottles with ex- 
clusive, break-resistant Stronglas ‘'™” fillers, 
two plastic food boxes; Kangaroo style has 
outside pouch to hold extras, even a blanket. 


smaller size without stakes or ropes. 
THERMOS Picnic Jugs & Ice Chests (7 models 
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at makes people buy 


by James M. Dixon, associate editor 


What makes people buy what they buy? 

“Aside from national brand acceptance and basic 
quality, no factor dominates buying decisions these 
days more than color,” is the opinion of a top merchan- 
dising consultant. 

“Color is a magnet—it can attract or repel. The 
right colors encourage shoppers to stay in your stores 
longer. The wrong ones make them want to get out as 
quickly as they can.” 


Editor’s note—Hardware Age is indebted to the Na- 

tional Paint, Varnish and Lacquer Assn., Inc., for 

permission to reproduce material from its book, “Color 
.. and How to Use It,” in this Guide. 
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This is the opinion of Louis Cheskin, director, Color 
Research Institute, and author of How to Predict 
What People Will Buy. This motivation applies to 
products and packaging as well as to displays and 
fixtures. 

“Color is fast becoming the most important single 
merchandising force in retail stores today,” says a 
group of experts. “It controls the appearance of 
everything we see (and buy). It governs our reactions. 
It has great economic importance.” 

This is the opinion of members of the National 
Paint, Varnish and Lacquer Assn., Inc., stated in its 
sales training book: Color ...and How to Use It. 

What do these studied opinions mean to you? They 
are important clues to how color can be put to work 
in your store as merchandising changes in the 60’s. 


f 
i 
: 
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Question: What turns browsers into buyers? 


Asked of: Marketing and design experts. 


Conclusion: Color will be a dominant salesmaker in the 60's. 


Accordingly, this Housewares Merchandising Guide 
seeks to delve into the uses of color to help you sell 
more merchandise at more profit. And it covers other 
aspects of what makes people buy what they buy. 

Other aids to help you boost housewares sales in 
this guide include: 


—The fourth annual HA Co-Op Ad Directory, a 
concise listing of manufacturers who offer dollars for 
housewares’ promotion in your store. This is an in- 
valuable aid to dealers who want to promote, and want 
to be helped by their suppliers. 


—A complete-to-floor plan preview of the biggest 
housewares show ever held anywhere: Jan. 16-20 at 
the gigantic new McCormick Place on Chicago’s lake- 
front. 


—HA-designed aids that will help you boost sales 
through enlivening your displays. 


Any effort to enlarge your scope of housewares’ sales 
is worthwhile. That is, unless your store is one of 
those in a minority that has found discount competi- 
tion in certain lines too much to bear. On the whole, 
few departments return as good a profit, or are more 
responsible for building family trade. 

According to recent, comprehensive HA surveys, 
housewares are sold by 89 percent of all dealers, and 
account for almost 16 percent of their retail sales. 
Briefly, this boils down to a $400-$500 million market, 
with a $150-$200 million profit potential in 1961. 

This makes the hardware store a vital] outlet in the 
present $5 billion total housewares market. As this 
market grows, and it is predicted to reach $10 billion 
annually by 1970, your share of it will increase in 
proportion. 

The dealers who gain the most from this swelling 
sales and profit potential in the years just ahead will 
be those who change with the times. 

These will be the dealers who study “what makes 
people buy?” material such as that which follows. 
They will be learning about color’s importance in 
merchandise, display, and packaging. Their buying 
decisions will be based on the important new trends, 
rather than experience which may be long out of date. 

In Henry Ford’s day, an automobile dealer could 


make a fortune selling black cars . . . there was no 
other color. Today, such a dealer relying on sales of 
black cars only would see 88 percent of his customers 
go elsewhere. 

Naturally, there are some hazards in merchandising 
color. This, too, is covered in this guide. 

But as a whole, color is booming in housewares’ 
manufacturing and selling. Take kitchen tools. Once 
you could buy them only in red or black handles. Now 
fine design and multi-color choices drastically are 
changing consumer buying habits. 

Kitchen tools that once were bought for a lifetime 
of wear will be replaced many times in the future. 
This is not because of wear, for quality manufacture 
scarcely could be improved. It is because of style re- 
placing durability as a prime sales factor. The essence 
of style is color. 

Take plastics. 

The dominant colors in this post-war giant were 
once plain reds, whites, and yellows. Then blues and 
pinks had their day. Now, neutral tones led by sandal- 
wood are in the limelight. More gleaming metals and 
natural woods are being used in plastics’ trims. Each 
year the color and style horizons will change. 

Change: That’s the magic word for dealers who 
want to profit most as opportunities grow in the six- 
ties. 

Stay in pace with change and you will be in command 
of your future. Drag your feet while others advance, 
and the future will pass you by. 


Do you want to know more 
about color in merchandising? 


How to Predict What People Will Buy, by Louis Cheskin, 
~~ pam 386 Fourth Ave., New York 16, N. Y. 
ice: 


Color For Profit, by Mr. Cheskin, Liveright. Price: $4. 


Color. ..and How to Use it, b 
and Lacquer Assn., Inc., 1 
Washington 5, D. C. Price: $3 


Color Guide for Marketing ey ” Mr. Cheskin, Macmillan 
Co., 60 Fifth Ave., New York, N. Y. Price: $5. 


the National Paint, Varnish 
Rhode Island Ave., N. W., 
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The selling power of color... 


¢ Its affect on customers 


¢ lts need in salesmanship 


¢ Preview of sales winners in ‘61 


How important has color become? 

Will it become more important as a housewares’ 
salesmaker ? 

“For you, the salesman, knowing color is your busi- 
ness. In many instances, you are the only color ‘ex- 
pert’ your customers know .. .” 

“More and more the public is demanding color in 
nearly everything it buys. The trade has a substantial 
income which allows it to indulge its color fancies...” 

“Color is the key to beauty. Color is the key to 
bigger and better business. . .” 

This is what the National Paint, Varnish and Lac- 
quer Assn. is teaching its members. 

Customers, by and large, are not in the least aware 
of why they are drawn to a given display or product. 
But the fact is, they are drawn, as steel shreds to a 
magnet. 

A thorough working knowledge of color is basic to 
selling housewares to modern homemakers. It is just 
as basic in decorating your store, and in building dis- 
plays. 

Dark-stained cupboards and drawers do little to 
boost housewares’ sales. Customers are no longer con- 
tent with a color assortment limited to black or white. 

The young homemaker will say, “I’ve got a pale 
pink kitchen with natural birch cabinets. I want to 
buy a canister set, waste basket, and other items that 
will fit in. What do you suggest?” 

oe 

“My bathroom is putty colored. Would a turquoise 
hamper and shower curtain look alright?” 

Now it’s up to your salesman. 

What is a good color match or contrast for pale 
pink? 

What color is putty? 

How does your staff stack up on color I.Q.? 
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Some psychological and practical aspects of color 
are given in Fig. 1. This is your guide to learning 
how color affects the modern shopper. You can draw 
your own conclusions about how to use it effectively. 

When it comes to building displays, painting effec- 
tive signs, and making sound suggestions on color 
choices to customers, the comparisons in Fig. 2 will 
prove worthwhile. 

For a glossary of what modern color names mean, 
see Fig. 3. 

The modern emergence of color has only one con- 
sistency: Constant change. No color reigns as king 
for very long. Some notable trends for the 1960-61 
market are found in the information on “colors we 
feel worthy of special attention,” circulated recently by 
the National Federation of Housewares Clubs: 


“Sandalwood: We have mentioned this color for 
three years, and predicted its increase because of 
the increase in natural wood finishes. Definitely 
growing in the housewares market, it is new looking 
... more on the yellow side, not pinky-beiges. San- 
dalwood is seen in items such as sink accessories, 
canister sets, and vacuum goods. 


“White: We have mentioned the importance of 
white since 1957, and it can be seen all over the 
market this year. It was predicted to be the No. 1 
color in 1961 in the survey by the National House- 
wares Manufacturers Assn. 

“White looks particularly good when combined with 
other colors, which helps account for its increase in 
sales and use. The housewife likes the way it looks 
against her turquoise or pink or yellow walls and 
counters. 


“Putty: This neutral which is neither grey or 








Here is a sales training guide on color. it covers emotional, physical 


Fig. 1— How color creates moods. How to use it best. 


and visual aspects of color, and tells how to use all colors best. 
Use the ideas in this outline as the subject of a sales meeting. 
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Courtesy, National Paint, Varnish and Lacquer Assn., Inc. 
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The selling power of color 


(Continued ) 


beige may range in value all the way up to off-white. 


Like white, it goes with everything, and is a refresh- 
ing change from brilliant color. This color can be 
seen in tray tables, waste baskets, vacuum jugs, and 
even power mowers combined with charcoal or tur- 
quoise. 


“Paprika, bittersweet, orange family—New look- 
ing, exciting, warm, and good accent tones. 

“Can be found in the housewares market in items 
such as tumblers, watering cans, portable barbecues, 
carpet sweepers, and many other products. 


“Blue family—With the decline in turquoise, blues 
have increased. Many blues are green-blues, closely 
related to turquoise. Can be seen in items such as 
china and dinnerware, bath scales and clothes 
hampers. 


“Gold-yellow family—Not all yellows seen in 
housewares are bright and clear. Many new items 


are in subtle gold-yellows, such as vacuum goods, 
mops, canister sets, and ice crushers. 


“Red and green families—These two were men- 
tioned last year and show evidence of growth this 
year, but are not the same reds and greens that were 
popular 10 years ago, fire-engine red, forest green, 
etc. As yet, they are not important enough to be 
grouped with the key colors.” 


In its most recent survey, The National House- 
wares Manufacturers Assn. asked the trade for a 
vote on the colors it thought would be the winners 
for 1961. Here they are: 

“Wood tones will be the preferred color, with san- 
dalwood most frequently mentioned by buyers. White, 
pink, turquoise, and red are runners-up, in that 
order.” 

Just how much does color influence sales? 

Here are some accepted opinions on color’s sway- 
ing power over customers, although most persons are 
not aware that such influences exist: 


A rich brown cclor helps to sell chocolate, beans, 
and pipe tobacco. Consistently, the thought of sharp 
blue steel lingers in men’s minds whenever they seek 
to buy cutlery, tools, or stainless cookware. 





Fig. 2 — How to sell 


Knowing which color combinations are good or bad is a basic rudiment 
in color merchandising. Post this outline where 


color combinations 


salesman can refer to it. 





llow-Green Poor 





Satisfactory 
Good 
Good 
Unsatisfactory 
Good 
Good 
Scarlet & Blue Unsatisfactory 
Scarlet & Greenish-Blue Unsatisfactory 
Scarlet & Violet Unsatisfactory 
, 1 & Gold-Yellow Satisfactory 
Violet 


Blue 


Crimson & Unsatisfactory 


Crimson & satisfactory 





Crimson & Green Satisfactory 


Crimson & Yellow Unsatisfactory 


Crimson & Orange Unsatisfactory 














Courtesy, National Paint, Varnish and Lacquer Assn., Inc. 
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Accordingly, a light shade of blue is a good color Why? 
finish for display units housing cutlery, scissors, flat- 
ware, kitchen tools, stainless pots ’n pans, and other 
steel lines. “Blue Blades,” one of the world’s best 
selling brand names, were not named by accident. 


Yellow is a “clean” color, and it is noted as one 
of the strongest colors there is in terms of “reten- 
tion” power. That is, the memory of yellow products 
or displays lingers long in the subconscious mind. 

Because yellow is linked with cleanliness, it is a 
good color to serve as background for food prepara- 
tion items, laundry goods, and baby needs. Because 


You'll often see butter packaged in yellow wrap- 
pers. 





Fig. 3 — How to identify colors by names 
Modern names for colors have created some confusion in the minds 
of customers and salesmen. The ‘‘color family” listings on the right 
sides of this cutline show the color makeup behind stylish names, 
an invaluable aid in choosing accent colors in the same color family. 


COLOR NAMES 


COLOR FAMILY 


COLOR NAMES 


COLOR FAMILY 








Alice Blue 
Apple Green. 
Apricot 

Aqua Green 
Aquamarine 
Ashes of Rose 
Beige 
Bittersweet 
Bottle Green 
Brown 

Bu ft 

Burnt Orange 
Cafe au lait 
Canary 
Chamois 
Chartreuse 
Cinnamon 
Coral 

Cream 
Crimson 
Daffodil 

Delft Blue 
Dusty Rose 
Ecru 

Eggshell 
Emerald Green 
Fawn 

Flesh 

French Gray 
Henna 
Hunter's Green 
Ivory 

Jade 

Jonquil 
Lacquer Red 
Lavender 
Leaf Green 
lemon Yellow 
Lettuce Green 


Blue 

Yellow-Green 

Orange 

Green 

Blue-Green 

Red 
Yellow-Yellow-Orange 
Red-Orange 
Green-Yellow 

Orange 
Yellow-Orange 
Orange 
Orange-Yellow-Yellow 
Yellow 
Yellow-Yellow-Orange 
Yellow-Yellow-Green 
Yellow-Orange 
Red-Orange 

Yellow 

Red 

Yellow 

Blue 

Red 

Yellow-Orange 
Yellow-Orange 
Yellow-Green-Green 
Yellow-Orange 
Yellow-Yellow-Orange 
Neutral Gray 
Red-Orange 

Green 

Yellow 
Blue-Green-Green 
Yellow-Yellow-Orange 
Red-Red-Orange 
Violet 
Yellow-Green-Green 
Yellow 

Yellow-Green 





Lime 
Mahogany 
Maize 

Maple 
Maroon 

Mint 

Moss Green 
Myrtle Green 
Nile Green 
Old Blue 

Old Gold 
Olive Green 
Oyster 

Peach 

Pink 

Pistachio 
Powder Blue 
Primrose 
Primrose Yellow 
Putty 

Reseda Green 
Robin's Egg Bive 
Rose 

Rust 

Sage Green 
Salmon 
Shrimp 

Silver Gray 
Sky Blue 
Spanish Tile 
Straw 

Tan 

Taupe 

Terra Cotta 
Toast 
Tobacco Brown 
Tomato 
Turquoise 
Venetian Red 


Yellow-Green 
Red-Orange 
Yellow-Orange 
Yellow-Yellow-Orange 
Red 

Yellow-Green 
Yellow-Green-Green 
Bilue-Green 

Green 

Blue 
Yellow-Yellow-Green 
Yellow-Green 

Blue 

Orange 

Red 
Yellow-Yellow-Green 
Bive-Blue-Green 
Yellow-Yellow-Green 
Yellow 
Yellow-Yellow-Orange 
Yellow-Green 
Blue-Blue-Green 

Red 

Orange 
Yellow-Green 
Red-Orange 
Red-Orange 

Neutral Gray 

Blue 

Red-Orange 
Yellow-Yellow-Orange 
Yellow-Orange 
Nevtral-Orange 
Red-Orange 

Orange 
Yellow-Orange 
Red-Red-Orange 
Blue-Green 
Red-Red-Orange 








Courtesy, National Paint, Varnish and Lacquer Assn., Inc. 
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The selling power of color 
(Continued ) 


of its retention power, yellow is a good backdrop for 
key sale displays and for pennants and signs. 


In the area of practical product design, hand 
Sweepers serve as a good example of what color can 
do for sales. 

After World War II, the price of hand sweepers 
began to climb. Experts said the hand sweeper busi- 
ness would be gobbled up by electric sweepers. This 
hasn’t happened, to say the least, because hand- 
Sweeper makers up-graded style in their products. 
They put heavy emphasis on bold new coloring that 
would open women’s eyes and pocketbooks. 


Men generally prefer deeper colors. Women lean 
unconsciously toward delicate shading. 

Don’t build a display of fancy cookware or dinner- 
ware against a deep red backdrop if you want distaff 
sales. Don’t show fireplace equipment or cookstoves 
on a pink pedestal if you want he-men to buy them. 


A stove manufacturer who changed from black and 


white advertising found that response to ads in- 
creased nearly four times when he began using color 
in ads. 

This valuable use of color has been repeatedly 
established on all levels of merchandising. 


Black was once the only color for many brands of 
automobiles, but black cars accounted for just 12 
percent of total auto production in 1959. 

Men’s suits fit the same pattern. Similar examples 
are virtually endless, and they point to the fantastic 
emergence of color since World War II. 

This emergence reflects changes in our patterns of 
buying and living. It is important on every level of 
selling, and especially in the hardware store supply- 
ing housewares to a mushrooming trade of youthful 
homemakers. 

Whether you compare cars, rugs, dog houses, or 
housewares with the products of a similar nature 
that were manufactured 5 or 10 years ago, the fact 
is bold and inescapable. 

Color is here and here to stay in all lines of manu- 
factured goods. The dealer who will make sales gains 
in the years ahead is a dealer who trains his staff 
on the importance of knowing and selling color. 
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Sandalwood as a display background color has two advantages: it is the hottest color in merchandising right 
now, and it is a perfect complement to such lines as giftwares and small appliances. 
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Color can create problems: 


In inventories, in obsolescence 


Management is the key to getting the most out of color 


as a sales toot. Management sets up test-sell programs on 


new colors, to put wanted colors on display, to keep 


inventory in line, to prevent overstock when color demand wanes. 


There is no question about the growing value of 
color as a housewares sales stimulant. But color is 
not without its share of management problems. 

The dealer who offers small appliances in white only, 
or who stocks only black handled kitchen tools is most 
certainly losing some sales to a color conscious trade. 
This fact will be more apparent as the months and 
years click by during the 1960s. 

Conversely, dealers who buy too many products in 


too wide a range of color hues will have their woes. 

A middle ground is desirable. 

The subject of color can become complex, and there 
are many angles that require your attention. 

First, consider color matching. 

If it is bad, you have a problem. Supposing you 
buy sandalwood or turquoise canister sets and bread 
boxes to attract color-minded shoppers. Have you any 
guarantee that your new stocks will be close enough 
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Color can create inventory problems 


(Continued ) 


in shading to be a good match for the other items 
on displays? 

When is turquoise a true turquoise? When is san- 
dalwood just right, not too dark or too light? 

The only way to protect yourself against mismatch- 
ing is to actually compare samples of new offerings 
with lines you have been stocking. 

Compare colors before you buy. Matched colors 
build tie-in sales in the most natural manner, but 
unmatched items side by side make customers wonder 
if it is safe for them to buy matched items from you. 

Obsolescence is another factor to watch in color 
merchandising. No color stays at the top indefinitely. 
The rage for pink turned to a demand for blue back 
in the early 1950’s. The transition was fast. 

While new colors in heavy demand can obsolete 
previous favorites and create strong, new sales 
potential you may be left holding the bag. That is, a 
dealer who goes overboard for a new color may find 
that he owns quantities of items in that color when 
it is superseded by a new shade. 

For example, a dealer goes strong for pink, as so 
many did years ago. Before long, pink is heavy in all 
housewares displays: plastics, metal goods, and wood- 
enware. Toward year’s end, consumer magazines say 
that pink is giving away to blue or turquoise and a 
new trend is born. 

Suddenly, demand shifts almost overnight. The 
dealer ponders how to sell enough of the old to re- 
place it with the new. If only he hadn’t bought so 
heavily. 

This is a case where dealers ought to be doubly 
cautious of what and how they buy on drop shipments. 

Ideally, new colors should be replacements for old 
colors; seldom new additions to established lines. This 
cannot always be true, of course, but it should be a 
goal. 


When a new shade, such as sandalwood, begins to 
dominate the sales picture in housewares, it should 
replace some other color or colors which are tapering 
off, in deference to the new demand. 

Color demand is predictable to a large degree. There 
are several ways to gage which colors will be in de- 
mand in the days ahead: 


(1) By the new offerings of a majority of key 
housewares manufacturers. When many suppliers be- 
gin to offer you full assortments in certain colors you 
can be reasonably certain of latent demand. 


(2) When you see a certain color getting full play 
in several national shelter magazines, you usually can 
assume there will be demand for that color before 
long. 


(3) When there is a run on a certain interior color 
in your paint department, you may expect to find 


requests for merchandise in the same tint. 


It is wise to remember that color demand can be 
a local demand. That is, shocking pink may be the 
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rage in Houston, Texas, while the big-demand color 
at Dallas, is mint green. In Milwaukee the trade may 
lean to turquoise, while Green Bay dealers have a 
run on persimmon. 

Color demand hinges on many different things, such 
as income level and nationality of local groups. 

In the Latin sections of big cities, varying shades 
of deep red are almost always in heavy demand. In 
high income areas such as Westchester, N. Y., or 
Beverly Hills, Calif., light, neutral shades remain 
strong. 

When you have reached a decision that this or that 
new color is developing a strong local sales potential, 
there are two steps to take: 


First, test a few items in various lines in the new 
color. Maybe you can test-sell a bread box, waste 
basket, and can opener. Watch the movement of these 
selected few closely. While a test period on a limited 
few items may cost you sales from customers who wish 
to buy a number of related items in the same shade, 
it can protect you from making a serious mistake. 


Second, if you find your selected items are moving 
at a fairly good pace, in comparison with other items 
in the line, it’s usually safe to expand. If the sandal- 
wood bread box does well, you can move into match- 
ing canister sets, spice sets, wax paper dispensers and 
the like. 


A new color may get an excellent sales reaction in 
bathroom accessories, but be frowned upon as a color 
for the kitchen or dining area. Each section has to 
prove itself before you take on heavy inventory 
hazards. 

Neutral colors have taken the lead in new shades, 
and sandalwood seems to be the strongest. There is 
a logical reason for this. 

Sandalwood compliments wood tones, so do certain 
other neutral tints. There is growing use of wood 
by builders of new homes: kitchen cabinetry, family 
rooms, built-in book cases and other uses. Hence the 
trend toward neutrals. 

Color, in a host of new tints and bold shades, is 
growing steadily for a number of reasons. New quick- 
dry indoor paints make redecorating a simple job. 

Young homemakers are no longer bound to tradi- 
tional whites, browns, and greens in home decor. All 
homemakers are much influenced by leading shelter 
magazines. And the surface has barely been scratched 
in terms of color’s potential uses in the home and home 
accessories. 

All of this means that there is an awakening to 
color, and the changes will be coming thick and fast. 
This means caution on your part. 

Having the right new colors at the right time will 
mean extra sales and profit in housewares. But having 
a top-heavy inventory with too many colors all of the 
time, or too much of any one color at any time, is 
dangerous. Extra profits can be quickly eaten up with 
markdowns and slow turnover. 


Test-sell new colors as they appear. Then widen 
your selection when you’re sure of acceptance. Pro- 
mote and display your selections to the hilt. 





Color preferences in various parts of the country 
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Color leaders yy Color leaders 
—Eest 


Continues to favor deeper, bolder shades than rest of nation®™™me Much stronger preference for beige than apparent before. Sharp- 
Greens, blues, blue-greens continue very popular. Yellows surged ened interest in mauve continued, along with deeper greens and 
forward in past months, usually in warm, golden shades in con- turquoise shades than customarily found elsewhere. Pink con- 
trast to cooler lemon-yellows customarily selected in other areas. tinued to decline. Yellow continued its popularity. 

Mauve remains very popular. Beige and orange tones are inter- 

esting newcomers. 


2—South 


Continued fondness for greens, some in very deep shades. Most Mouve making a strong showing here, but beige family is most 
popular color group: beiges. Blue-greens also highly favored. frequently used group. Interest in deeper greens, some blues con- 
Pinks continued decline, while mauve and yellow were selected tinues. Yellows and blue-greens hold their popularity. Pink and 
frequently. Blue also showed small decline. The growing prefer- peach shades are not as strong here as elsewhere. 

ence for peach and orange shades apperent elsewhere less in 

evidence here. 


3—Midwest 


Has shifted into slightly deeper shades, particularly blue-greens, Mauve has surged forward, surpassing the previous favorite: blue- 
greens, blues. Pink declined in face of marked increase in warmer green turquoise. Latter still popular. Trend to deeper shades 
peach-to-orange shades. Yellow also fell off. Mauve and beige continues. Beiges and yellows remain modest favorites. 

color group gained in popularity. 


4—Mid-southwest 


Blue more strongly favored here than anywhere else. Turquoise, Beige family still strongest color family, with mauve tones and 
so popular elsewhere not strong here. Beige is dominant color warm peach hues running close behind. Still important: blue- 
group, with mauve and sunny yellow favored as individual colors. greens, yellows, deep greens and blues. 

Deep green has just begun moving chead. 


5—West 


Mauve and pink appear to have dropped in favor. Beiges, blue- Mauve came back strongly, but beige group still favored. Blue- 
greens, yellows, in that order, are leaders. While blues also de- green and yellows are close behind. Warm peach-pink tones, 
clined, deep green shades showed increase in popularity. greens are rising in favor. 


6—Northwest 


Warm pink-into-peach shades developed strongly. Trend to more Mauve resurged strongly. Other favorites continued: beiges, tur- 
golden yellows noted. Interest in mauve decreased. Beige is quoise, yellows. Warm peach tones continued to climb. 

dominant color group, with blue-greens still very popular. Greens, 

used sparingly, shifted to deeper shades. 


7—Southwest 


Beige tones still tops here. Blue-greens fall second. Warm peach- Mauve has emerged as a favorite, while the beige family is most 

rose still popular. Demand for yellows has shifted to more golden popular overall. Orange to soft-peach tones very popular, as are 

hues. Pale yellow-greens an interesting newcomer. turquoise shades. Yellow follows. Pale yellow-greens and blues 
on upgrade. 
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Merchandising Guide 


Boost housewares sales... 


concentrate on [)[\P] AYS 


Good displays draw attention. Apply fresh display 

and promotional ideas to staple items and you will generate 
new sales power. Displays make a traffic getter 

out of ordinary items. Here are proven display ideas. 

A “picnic department’ sign and mass display 


stimulate new interest and sales for big-ticket ice 
chests and coolers from March through October. 


Roberts Hardware, Corpus Christi, Texas 


& is 
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Steinbrener Hardware, Milwaukee 


A plum-colored backdrop of 
perforated paneling is used to 
extend the housewares-gift display 
area into the front display 
window. Rich, dark plum highlights 
glass and ceramics. Part of the 
window is left open to maintain 
a visual front. 


Claremont Hardware, Everett, Wash. 


You can reduce theft and increase the display 
attraction of cutlery and flatware with a 
motorized, revolving tier jewelry showcase. 





Ree. 
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Concentrate on displays 
(Continued ) 


Ladd’s Hardware, Pueblo, Colo. 


Kitchen gadgets, ceramics, 
cookware, etc., make fast selling 
blind gifts for a grab-bag display. 
A little wrapping paper and 

the time it takes to prepare 
packages will produce many extra 
sales on busy days. 
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Waters Hardware, Lawrence. Kan. 


Under the heading of ‘Patio goods’ 
paper supplies are finding steadily growing 
sales potential. The profit is good and 
the turnover is unusually high all year. 


Unpainted furniture is rather uninteresting 
without accessories. A few books, ceramics, 
and metal gift items convert hurried 
passersby into interested customers. 


aaa \EECTIIOE Se An, 





A checkout counter display of 
fireplace equipment turns these 
items into impulse goods. The 
gimmick that lures attention here 
is the price sign on the grates. 
A leader price is effective in 
getting traffic. 


Shorrock’s Hardware, Sacramento, Co nth ) 

Calif, Color in fixtures can be used to boost 
housewares’ sales. Pressure-sprayed blue and 
yellow spackled finish turns old fixtures into 

a more attractive units to spotlight cookware 

Suettinger Hardware, Two Rivers, Wis. display. 
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You ean offer credit 


Credit is the prime mover for family purchases such as 


housewares, and you can give your trade credit without 


cash investment. Here are details to help you make a decision. 


Credit selling can be painless. You can switch from 
a strictly cash operation into volume credit sales with- 
out investing a dime of cash. 

You can transfer cash and collection liabilities to 
a bank, and at a remarkably low initial cost which 
may be partially recoverable. 

Most dealers agree that credit spurs housewares 
sales. It sells the bigger ticket, better quality, fatter- 
margin items with far greater ease and speed than 
cash. Credit can be your competitive weapon against 
discounters. It is a magnet for add-on sales and repeat 
trade. 

Yet, in spite of general agreement on such logical 
arguments, many dealers offer no credit plan what- 
ever to their trade. Many dealers who do not extend 
credit would like to offer some form of time pay to 
their customers. But, they fee. they cannot afford the 
investment needed to get started. 

Bank credit plans have solved this problem for many 
merchants. But some dealers do not know the details 
of such plans, or they believe the discount factor can 
be too costly. 


Many banks offer bank charge plans that can add the 
lure of credit sales to your present cash volume. 


Naturally, the bank has its price. 


You will compensate the banker for his services 
and cash investment. But what you will pay is modest 
in view of potentially better sales volume and higher 
margins. Also, bank credit gives you a way to gain 
new customers, and more add-on and repeat sales to 
old customers. 


It has been established that charge customers are 
less concerned with discount prices than with conve- 


94 © HARDWARE AGE, December 29, 1960 


This charge-plate means convenience for customers, and 
new sales and profit for you. 


nience. It is also a fact that they can be steered with 
ease to quality merchandise of the type that generally 
carries a better profit margin. Credit removes the bar- 
riers imposed by cash in pocket. It widens the horizon 
for every buyer. 

Customers with the convenience of credit at their 
disposal lack the incentive to seek bargains. They like 
the idea of saying “charge it” at the convenient neigh- 





borhood store. Credit is convenience, and there is no 
stronger force to sell merchandise. 

If you sign up with a bank for a credit plan, will 
you be biting off more than you can chew? The answer 
is no. 

Most bank plans are simple in concept, trouble-free, 
low in cost, and hazardless as regards recourse. Dead- 
beats are the bank’s problem, not yours. 


b Sitst 
you to extend credit without any of the usual prob- 
{ems of maintaining your own credit operation. The 
Bank handles all the billing, makes all collections, # 
assumes any bad debts. Your customers get credit-f 














 Bustomer, The amount:of: 
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Here's an excerpt from a full page Bank of America (San 
Francisco) advertisement for its charge-plate credit plan. 
This portion says in brief, ‘‘Deadbeats are our problem.” 


Your banker will probably charge you about 6 per- 
cent to discount your sales on his credit plan, This 
means that your cost for credit is some $6 for every 
hundred dollars of retail sales. 

But you must consider this $6 in its true light. With- 
out credit you may have to offer much more than $6 
per $100 in discounts to be competitive with some 
store in the next block or across town. Most discount- 
ers lack the convenience of credit. Your advantage 
with a credit plan is immediate, providing you pro- 
mote the plan. If your customers don’t know you have 
adopted credit selling, you have a slumbering giant on 
your hands. 

In weighing the 6 percent discount fairly, you must 
appreciate that part or all of it would be spent for 
bookkeeping, etc., were you to finance your own credit 
paper. 

With credit to offer, you’ll find few complaints about 
price. Your average unit sale figure will increase over- 
night. You'll sell the better quality item more often. 
You will be able to tie-in more small related items. 
The $6 per $100 bank charge can be the cheapest dis- 
count you will ever have to take. 


Consider some other aspects of bank financing for 


your credit plan. This applies to many kinds of credit: 
monthly charges, extended payments, and revolving 
accounts. 

Most banks take on the hazards of collections, and 
they offer no-recourse contracts to you. If customers 
don’t pay their monthly payments, you can relax. You 
write no letters, handle no bookkeeping. 

In most cases, once the bank or finance company 
approves a customer’s credit for purchases in your 
store, you can wash your hands of all post-sale respon- 
sibility. 

There’s another important profit factor involved. 

Some banks rebate a part of the original 6 percent 
discount, based upon annual credit volume. At the end 
of the year you may receive a rebate check of 4 of 1 
percent on credit sales in the $5000-$10,000 range; 1 
percent on sales from $25,000 to $50,000; and up to 
1% percent on sales in the higher brackets. 

For example, if your 1961 credit sales are in the 
$50,000 range, and this is about what they will be if 
your total volume is about $100,000 you may get a 
check for $500 at year’s end 

In terms of full profit potential, it will always be 
best for dealers to finance their own credit paper. If 
you are in a position to do this, you save on the dis- 
count, you can add on service charges, and you get 
the traffic advantages of a queue of monthly bill payers. 

If this is impossible for you, and you now deal in 
cash sales only, be honest with yourself: Is there any 


harges for this complete credit service are based 
on the average amount of your individual sales 


























doubt that you could increase total volume and profit 
through a bank credit plan? 

Your banker’s charge plan will boost your house- 
wares sales volume. It will heighten your family-store 
appeal. 

Finally, such bank plans are known to be more suc- 
cessful than hoped for. That is, many dealers have 
accumulated enough surplus capital through a bank’s 
credit arrangeinent to finance their own credit paper. 
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Your best market for increased housewares 


volume is the youthful homemaker whose needs 


are many and growing. You can get more of this 


trade if youtrya... 


Young Homemaker Cen 


To sell more of anything, you must pinpoint your 
market. Accordingly, you may want to consider making 
young homemakers your number one target for house- 
wares sales. 

Why? 

Roughly one million new households are formed each 
year, about 25 households per hardware store. They 
represent an annual buying power in excess of $100,000 
per dealer. 

HARDWARE AGE analyzed this key market in its 1959 
Housewares Merchandising Guide. It was suggested 
that a good way to gain more volume from this market 
would be to set up a Young Homemaker Center some- 
where in your store. 

A national shelter magazine, Living For Young 
Homemakers, expanded the Young Homemaker Center 
theme. It now offers you materials to help you get 
going with this idea (see below). 

Living has tested the YHC idea in many hardware 
stores, and found it to be an effective means of draw- 
ing and keeping youthful householders as customers. 

Until now, about 600 dealers have set up a YHC in 
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cooperation with Living. Hundreds more expect to 
test this practical idea. 

The basic idea behind a YHC is to select key basic 
staple housewares from broad assortments. Once se- 
lected these staples, ranging from waste cans to bath- 
room scales, are grouped on an island, wall display, 
or in a window under the Young Homemaker Center 
banner supplied by Living. 

Then suggestion selling takes over for you. 

Young couples planning marriage, those newly mar- 
ried, and those expanding their families are drawn 
to this special section. They can see at a glance that 
your YHC is designed just for them. Giftminded 
friends are similarly drawn. 

New householders are constantly reminded of the 
many items they need. Many times the items are badly 
needed, but are forgotten on shopping lists. Other 
times, the young couples see new designs of standard 
items that could make housekeeping easier. In all, 
this section of your store can have a magnetism for 
new homemakers of all ages. They get into the habit of 
checking “their” department whenever they are near 
your store. 
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Manager George Lehman sells a bridal gift from his Young Homemaker Center at Rickel Hardware supermarket, 
A/ 


Morris County, N. J. “Gifts are big business under the YHC banner,’ he says. 


Your Young Homemaker Center: How to select the right items 


Here are the 16 major housewares lines, listed alphabetically, from which you should select key items for display 
in your YHC. To this nucleus you would likely add items with special local appeal, and some giftwares. Try to 
change displays often, within the framework of this listing: 


—Bathroom needs, toilet seats. —Fireplace accessories. —Plastic, ceramic dinnerware; glass- 
—Cleaning aids, sundries. —Ladders, stools, utility tables. ware. 

—Cookware, ovenware, bakeware. ——Laundry needs, ironing boards. —Rubber, plastic mats and racks. 
—Cutlery, flatware, shears. —Metal, plastic, wood containers. —Small appliances, clocks, electric 
—Door chimes, bells; mailboxes. —NMops, brooms, brushes, sweepers. items. 

—Fluorescent lights, light bulbs, fuses. —Paper goods, sheet plastics, oilcloth. —Trays, serving aids. 





If you set up a Center you must keep after it. It The gift angle for brides and newlyweds is an im- 
must be kept clean and full. It must be kept interesting portant factor in your housewares sales. 
with additions and changes of sample items. It should Your YHC should appeal basically to the young 
be the focal point for each new housewares item you bride. Let’s face it, she will be the one in the family 
buy. who decides what will be bought. Color, in displays 
Your YHC should include items that are appealing and choice of items is important here. 
as gifts, as well as being necessary to housekeeping. Your YHC should cover a wide range of prices. A 
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Try a Young Homemaker Center 
(Continued ) 


$15 skillet may be perfect for a gift buyer, but a bride 
on a budget is more likely to spend $5. 

Your YHC, ideally should be near the front of the 
store. Better still, it should be represented in your dis- 
play windows. It can be a strong lure for passersby who 
normally do not shop in your store. 

Your YHC should encompass items for expanding 
families: baby baths, diaper pails, etc. 

Your YHC should be spiced with impulse items. A 
39¢ potato peeler is a basic staple in spite of low price. 

Your YHC should spotlight as broad an assortment 
as space permits. Whether you show 100 or 1000 items 
under the YHC banner, it’s the psychology that counts. 


LIVING 


his downtown New York City store. "It's a salesmaker,”’ 
he says. 





How to get started with a YHC 


You will receive your free kit of giant (60x9 in.) 


window and interior streamers, newspaper ad 
mats, and other point of sale materials to 
start a Young Homemaker Center by writing 
to J. F. Nugent, “Living For Young Home- 
makers, 575 Madison Ave., New York 22. 
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The idea is planted in the minds of new homeowners 
that the YHC is their “home” in your store. They will 
appreciate that you recognize their special needs, and 
that you care enough to help guide them in making 
important early buying decisions. 

Most importantly, you get them in the habit of shop- 
ping in your store. As they mature out of the young 
homemakey class, they will be your customers instead 
of patronizing your competitors. 

Why? 

Because you have demonstrated that you care about 
their business, 








Mr. Greisman’'s tie-in window features a wide housewares’ 
assortment under the YHC banner, 





How to tell your customers: 


HARDWARE AGE 
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“We've got bargains!” 


Take a look around you. 

Somewhere on just about every shelf in your 
housewares’ section there are bargains. They are 
items that you have priced lew because you also 
bought a bargain. Or they are items you bought 
too much of, or that you’ve had around the store 
too long. 

You’ve got ’em, that’s for sure. 

Sometimes your salesmen talk about these bar- 
gains when selling other merchandise. Other times 
they don’t. Hundreds of customers pass by these 
opportunities every day without noticing them. Your 
bargains may be going begging because they aren’t 
being seen. 

You can turn this liability into an asset in a mat- 
ter of minutes. You can convert a quiet corner of 
vour store into a lively traffic counter. A few bright 
signs are all that you need. 

Hardware Age designed two types of sale signs 
to help solve the problem of underexposure of bar- 
gains. The first is a standard size to fit metal sign- 
holders, or be tacked or taped to displays. The other 


Tags make passersby curious. 





For displays anywhere .. . 
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““We’ve got bargains” 
(Continued ) 


is in tag form, to be hung from bargains wherever 
they may be in your store. 

Each attention-getter has space for you to write 
in the item’s name, former price, and its new, lower 
price. Each form has “sale special” boldly printed 
to draw the eye of every passerby. 

You can order a supply of sale signs or tags to 
pinpoint bargains throughout the store. They are 
effective for everyday use, and especially helpful 
when you are running a sale. 

If you prefer, you may have your printer dupli- 
cate the samples illustrated in full size on these 
pages. 


How to order your bargain signs 

The 514x7 in Sale Signs (HA Form No. 15) fit 
standard metal sign holders. They’re printed in red 
and black on white board, with room for description 
and prices. Cost: 9 for $1. The 314x6 in Sale Tags 
(HA Form No. 16) also have write-in spaces for 
item and prices. They’re red on white board, 
punched for string or rubber bands. Cost: 35 for $1. 
Both items are postpaid. Send check or money order 
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For counter or window displays. . . 


to Readers’ Service Dept., Hardware Age, 56th and 
Chestnut Sts., Philadelphia 39. Specify form 
number. 


Signs focus attention on sale items. 








A Hardware Age 
Service 


196] 


Dealer 


January, 


A directory of 


Co-Operative Ad Programs 


4th annual edition 


This directory lists manufacturers who have co-op ad monies for dealer use in various media. 
This information was supplied to HA by the manufacturers and, while every effort has heen 
made to assure accuracy, HA is not responsible for errors or omissions. Undoubtedly there 
are manufacturers not listed here who also offer co-op money to dealers. HA would welcome 


learning of the firms for inclusion in future editions. 


Directory of Housewares Co-Operative Ad Programs 


Co-operative funds available for 
Newspaper Radio Other 


Yes 


Manufacturer 


Ardmore Products Co. 
Conshohocken, Pa. 


American Sponge & Chamois Co. 
Long Island City, N. Y. 


Arvin Industries 
Columbus, Ind. 


Bell Electric Co. 
Chicago, II] 


Cleveland Cleaner & Paste Co. 
Cleveland, Ohio 





Policy: 


50-50 co-op advertising in your local! 
newspaper, not to exceed $10 per invoice— 
limit two ads per dealer. 


Credits equal to 5% of net invoice amount 
during period of ad agreement—certain 
limitations on minimum size. 


Percentage agreement; dealer picks % he 
wants as co-op. Limits on size, number of 
ads determined by purchases. See factory 
representative. 


By special arrangement with Bell distribu- 
tors only. 


Adhering to certain copy specifications, 
available on request, this promotion allow- 
ance is offered: 25¢ a case on 2 lb sizes of 
wallpaper cleaners; 10¢ a case on 16 oz 
sizes. 





Note to dealers: 


Avoid confusion: Be sure to check with wholesalers or manufacturers when 
planning to use co-op funds. Co-op programs of manufacturers frequently change. 
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Directory of Housewares Co-Operative Ad Programs 


Co-operative funds available for 
Manufacturer Newspaper’ Radio Other Policy: 


Bennett-Ireland, Inc. 


50% of net actual ad cost, up to 5% of net 
Norwich, N. Y. 


billing, for local ads, on orders of $1000 
net each or more. Display ads in paid- 
circulation newspapers or commercial time 
on accredited radio-TV stations only. 


Brookville Glove Co., Inc. 


3% of total dealer invoicing on receipt of 
3rookville, Pa. 


tear sheets or other proof that ads have 
appeared. No other limits. 


Cal-Dak Co. 


50% co-op allowance, with factory’s maxi- 
Los Angeles, Calif. 


mum share at $25. Submit claims to whole- 
salers, 





To sell more... 


Co-op newspaper ads and handbills are sweetened in appeal with 





bargains, unusual layouts and 


one-price assortments of staples. 
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“Old-fashioned bargain days" look 


the part when keyed to antique type 
faces and cluttered layout. 
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Co-operative funds available for 
Manufacturer Newspaper Radio Other Policy: 


Ekco Products Co. Yes née .e- Pays 50% of actual cost space in ads at 

Chicago, III. least 6 col. in. in size, up to $20 factory 
cost per ad. Limit: 6 ads a year, using ad 
mats, list prices, in ABC audited English 
language newspapers. 50/50 co-op in news- 
papers or flyers, up to $10 maximum Ekco 
share, in non-ABC audited media. 


Hamilton Cosco, Inc. 


50% co-op allowance, not to exceed 1800 
Columbus, Ind. 


lines in any 6 month period. Ads must use 
Cosco trademark, with list prices, or fair 
trade prices where applicable. 


Lincoln Metal Product Corp. 


1% of yearly purchases on receipt of tear 
Brooklyn, N. Y. 


sheets, providing Beauty-Ware logo is 
shown. 


Markel Electric Products, Inc. 


7 


Maker’s share not to exceed 50% of actual 
space or time cost billed at the advertis- 
ers’ lowest earned right. Limitations based 
on a fixed allowance per unit. 





Add impact to co-op ads 


Many dealers feature credit terms in bolder type than 
the retail price, particularly in the $10-and-up range. 


This ad's Young Homemaker Center theme is backed 
by good values in basic household necessities. 
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Directory of Housewares Co-Operative Ad Programs 


Manufacturer 


Mark-Tone Plastics, Inc. 
Passaic, N. J. 


Marshallan Mfg. Co. 
Cleveland, Ohio. 


Melard Mfg. Corp. 
New York, N. Y. 


Nip-Co Mfg., Inc. 
New Rochelle, N. Y. 


Penetray Corp. 
Toledo, Ohio. 


Revere Copper & Brass Inc. 


Rome, N. Y. 


Schroeder & Tremayne, Inc. 


St. Louis, Mo. 


Specialty Plastics Co. 


Baltimore, Md. 


Swing-A-Way Mfg. Co. 
St. Louis, Mo. 


Swingline Inc. 


Long Island City, N. Y. 


Upson Chemical Corp. 
Lockport, N. Y. 


Union Wadding Co. 
Pawtucket, R. I. 


Westinghouse Electric Corp., 
Portable Appliance Div. 
Mansfield, Ohio. 


White Studios 
Dallas, Texas. 


Co-operative funds available for 
Newspaper Radio Other 


Yes 
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Policy: 


15% of invoice of submission of tear 
sheets, limited only to extent of dealer 
purchases. 


3% ad allowance to dealers. Ads must 
meet with factory approval. 


25% of sales for dealer ads, no limit on 
size of ads or number of repeats. 


Rebates up to 10% of net purchases on a 
50-50 ad cost basis upon proof of ad and 
copy of wholesalers’s invoice. No limit on 
size or number of ads under these terms 


5% of net purchases, cumulative, or re- 
ceipt of debit memo and tear sheet or 
other proof of performance. No other 
limits. 


50-50 sharing of dealer’s cost, 600 lines 
per month is maximum. Minimum ad: 4 
col. in. Applies to Designer’s Group uten- 
sils in fully-paid, independently-audited, 
English-language newspapers. Must use 
list prices. 


Cash allowances, free goods, other bo- 
nuses are used to cooperate in promotions 
of chamois and sponges. Being natural 
products, quantities and therefore promo- 
tions vary, depending upon supplies. 


Regular ad allowances of 5-10% are given 
with all purchases. Within this range, 
there are no limits on ad size or repeats. 


A 50% co-op ad allowance. Only restric- 
tion is that retail list prices must be 
maintained. 


A 50% co-op allowance at the lowest local 
newspaper contract rate, plus a tear sheet 
of ad. Dealers must use factory ad mats. 
Only one insertion allowed, unless written 
consent is obtained. 


$100 ad allowance on initial order, mini- 
mum one gross each Nos. 98, 149 wall tile 
cleaners. Regular allowance: $20 per 
gross No. 98; $60 per gross, No. 149. 


2% co-op allowance on net billing, on 
proof of tear sheets, for Jiffy Planters. 


Co-op ad funds are available to dealers 
from distributors for electric housewares, 
vacuum cleaners, floor polishers, fans and 
heaters. 


9% of purchases for Rio Grande Tile and 
Woodenware. No restriction on size or 
number of ads. 





The 34th National Housewares Show 


Oldshow... impressive new location 


Bigger, better, newer, more diversified—this briefly describes 
the Jan. 16-20 National Housewares Show at Chicago’s fabulous 
new McCormick Place exposition hall. Here are show facts, listings, 


and floor plan to hel p you plan a more profitable visit. 


It will pay you to plan your National Housewares 
Show visit well in advance. There are a number of 
good reasons why but, principally, the reasons boil 
down to two: 

(1) It’s a much bigger show than any other ever 
seen, and it’s in a new location. 


(2) Because of its bigness, there will be many 
more exhibitors and visitors than at any previous 
housewares show. 

Accordingly, there will be some confusion result- 
ing from newness, and more pressure on time sched- 
ules because of bigness. 
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National Housewares Show 
(Continued) 


Seldom has any housewares show been so heralded 
and anxiously awaited. More than 900 exhibitors will 
fill every inch of 2500 booths, in a hall designed to 
house three separate trade shows at one time. 

McCormick Place is America’s newest major ex- 
hibit center. It stands on Chicago’s lake front, a short 
cab ride below the Loop hotel area. 

This hall has every convenience for comfort, view- 
ing, dining, and transportation. It has pronounced 
benefits over the former show site at Navy Pier and 
the Drill Hall. 

A massive audience is indicated by early registra- 
tions, and jam-packed booths are expected on both 
display levels. 

Accordingly, it seems wise to prepare your visit 
now, using the pages of this issue as your planner. 
This Housewares Guide demonstrates the changing 
nature of the already complex housewares market. It 
is important for you to make the most of this key 
trade show to stay abreast of the market. 

On these pages you’ll find a roundup of show facts, 
a schedule of transportation, listings of all exhibitors, 
and a floor plan of McCormick Place. 


Exhibitors 


The exhibitors’ list will help you set up a schedule 
of visits with main suppliers. Check off their names 
then note their locations on the floor plan. Then you 
can arrange your calls in logical sequence. 

The floor plan shows the upper, main level of booths, 
Nos. 100 through 1800, a majority of the exhibitors. 


A second level of booths, Nos. 2000 through 2800 is 
on the lower floor. On this level you will also find 
restaurants, meeting rooms, and taxi and bus depots. 


Here are reminders concerning the 34th NHMA Ex- 

hibit to help you plan your visit at home: 

Dates and hours—Monday through Friday, Jan. 16- 

20, Hours 9 a.m. until 5 p.m. each day. 

Booth locations—Booths 100-1800, upper level. 
Booths 2000-2800, lower level. 


Your headquarters—Make Hardware Age booth No 
143 (see floor plan) your personal headquarters 
throughout the show. Use our message center, tele- 
phone, and other facilities. 


Free transportation—There are free morning and 
evening busses to and from all principal hotels. 
Complete time chart is shown on last page of this 
Guide. 


at the 34th National Housewares Show 


(Booths 100 to 1800 Upper Level — 2000 to 2800 Restaurant Level) 


EXHIBITOR 


A-M-R Chemical Co. Inc. 

Ace Broom Company 

i Se ME EE, er vecdonccecccesceceel 540 
Adirondack Bowls, 

Admiral Plastics Corp. 

Aircapito!l Manufacturers, Inc. 

Akro-Mils, Inc. 

Alladin Industries, Inc. 

I, nnd 05% 5 000 6 sesbene spa 2321 
EE EES ee 1760 
Allentown Clothes Dryer Co. 

Allied Aluminum Products, 

Allied Basket Co. 

All-Luminum Product-, 

All Power Plastics 

Alreco Products, Inc. 


Bar-B-Bow!l Div 


Aluminum Housewares Co. . 46 ucts — 


Aluminum Specialty Co. 
American Aluminum Products, Inc. 


Keystone Lamp Mfg. Corp 
Barler Metal ¢ ~ ape Inc. 


Bennett-Ireland, inc. 


Brunswick Steel Products Co. 
Burgess Vibrocrafters, 
Burlington Basket Co. 

Burns Mfg. Co. Inc. 
Burroughs Mfg. Corp. . 
Bush Brothers Products Corp. 
Buxbaum Co. 


C &H Air Conditioning Fan Co. 
C-Mor Company 

Cadie Corp. 

Cadillac Products, |! 
Cadman Co. 

Cal-Dak Co. 

California Molded Products, 
Camden Basket Co. Inc. 
Campro Products, Inc. 
Capital Enterprise Co. 
Capitol Products Co. 


American Biltrite Rubber Co. 
American Casserole & Spec. Co. 
American Family Scale 
American Ladder Corp. 
American Plastic Products Co. 
American Sponge & Chamois Co. Inc. 
American Tack Co. Inc. 
American Thermos Products Co. 
Ames Company, O. 

Anchor Hocking Glass Corp. 
Apex Tire & Rubber Co. 

Apex Enterprises, Inc. 
Aristo-Mat Co., 

Div. Phoenix Table Mat Co. 
Arlington Mfg. Co. |! 
Arnel-Plastron, Inc. 

Arnold, iInc., $. M. 
Artcraft Wire Works 
Artistic Wire Products Co. 
Artsam Co. Inc. 

Arway Mfg. Corp 
Artwire Creations, 

Arvin Industries, _ Inc. 
Associated Mills, Inc. 
Associated Plastic Div., 

Commercial Plastics Co. 
Astor Metal Products Co. Inc. 
Atlantic Cabinet Corp. 

Atlantic Tubing & Rubber Co. 

ee Se GE, we ncsccceccceces 1572 
Automatic Wire Goods Mfg. Co. Inc. ...1168 
Ayer Plastics Co. 
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Bernard Edward Co. 

Berns Air King Corp 

Bersted Mfg. Div., "McGraw-Bdison Co. 
Better Houseware Co. 

Beverly Hills Accessories 

Big Boy Mfg. Co. 

Birmingham Stove & Range Co. 
Bissell, Inc. 

Black & Decker Mfg. Co. 
Bhiescraft ¥ Hollywood 
Block, J. & 

Block & At Inc., 

Bloomfield Industries, Inc. 
Bloomfield ——a Co. 
Blossom Mfg. C ’ 


— Inc. 
Boker & Co. Inc., H. 


Bonley Products Co. 

Bonny Products Co. 

Boonton Moldin °. 

Borden Chemical Co., Div. Borden Co. . 
Borg-Erickson Corp. 

Boston Woven Hose & Rubber Co. .... 
Bostwick Div., B. T. Babbitt, Inc. 
Brearley Co. 

Briddell, Inc., Chas. D. 

De GE GE, dc crcccscccccaceses 1738 
Broadway Ornamental Products, Inc. 
Bromwell — Goods Co. 

Brookpark, 

Brown, Inc., “Tohn Clark 

Bruce Co., E. ‘ 


Cardinal China Co. 

Carlan Products, Inc. 

Carlisle Mfg. Co. Inc. 

Carlson Products, Inc. 
Carnation Plastic Mfg. Co. 
Casco Products Corp. 

Case & Sons Cutlery Co., W. R. 
Caspercraft Mfg. Co. 
Cedarbrook Mfg. Corp. 
Cellulose Products Corp. 
Central States Paper & Bag Co. Inc. 
Centre Brass Works, Inc. 
Century Enterprises, Inc. 
Century Products, Inc. 
Certified Home Products 

Chain Store Age 

Chaney Instrument Co., John L. 
Charles Company, John 
Charleston Industries, Inc. 
Chaseline Div., Chase Bag Co. 
Chatham Glass Co. 
Chattanooga Royal Co. 
Cheinco, Inc. 

Chicago Metallic Mfg. Co. 
Chop-Rite Mfg. Co. 

Cincinnati Galvanizing Co. 
Circle Research Laboratories, Inc. 
Clark Company, J 

Clean Home Products, Inc. 
Cling-Surface Co. 

Club Aluminum Products Co. 





EXHIBITOR 


Cohn-Hall-Marx Co., 

Comark Plastics Div. 
Cole Electric Mfg. Co. 
Coleman Co. Inc. 
Coles & Co. Inc. 
Color Craft Co. 
Colorite Plas‘.cs of N. J. Inc. 
Columbian Enameling & Stamping Co. Inc. soa 
Columbus Coated Fabrics Corp. 
Columbus Plastic Products, Inc. 
Comfort Lines, Inc. 
Commonwealth Plastics Corp. 
Como Plastics, Inc. 
Continental Can Co., Decoware Div. 
Continental Can Co., 

Hazel Atlas Glass Div. ............... 1063 
Continental Chemiste Corp. .............. , 
Continental Products, Inc. 

Continental Scale Corp. 

Cooper Thermometer Co. 

Copper Brite, Inc. 

Copper Clad Products, 

Corcoran Mfg. Co. 

Cordomatic Corp. 

Corduan Mfg. Co. 

Corning Glass Works 

Cornwall Corp. 

Ge. GO, coscccccoccccccooceccceccece 1431 
Gomme Geis Go T cocccccccccccccess 1398 
Covered Wagon etedit Inc. .Ba2 
Crestline Corp. 

Cronstroms Mfg. b 

Crown Rubber Co. 

Crown Sanitary Products, Inc. 


Booth No. 


Daher Co. inc. 
Dale Chemical Co., 
Div. Irwin-Willert Co. 
Danbee & Co. 
Dapol Plastics, 
Davies Molding Co., Harry 
Davis Mfg. Co. 
Dayless Mfg. Co. 
Dazey Corp. 
Dee Mfg. Corp. 
Deeco, Inc. 
Deka Plastics, 
Delsam Co. 
Deluxe Aluminum Ladders 
Denning ltd., Charles 
Dennis Mitchell Industries 
Department Store Economist 
Dermer, Ltd. 
Desc’ ware Corp. 
Desert Ray Products, 
Deshler Broom Factory, Inc. 
Designs For Casual Living Co. 
Detecto Scales, Inc 
Devcon Corp. 
Dominion Electric Corp. 
Doranne of California 
Dormetco, inc. 
Dormeyer Corp. 
Douglas & Co. 
Dover Maid Industries, Inc. 
Drazan Corp., E. 
Representing: Main Machine Co. 
Drezo Mfg. Corp 
Druid Hill Park , Corp. 
Du-All Mfg. Co. 
Du-Fold Mfg. 
Dupli-Color “Products Co. 
du Pont de Nemours & Co. Inc., E. |. 
(Fabrics & Finishes Dept., Sponge Div.) 1344 
Duralast Corp. Y 
Duralite Co. Inc. 
Durham Mfg. Corp. 
Duro Housewares, Inc. 
Duro-Lite Lamps, Inc. 
Durst Mfg. Co. Inc. 
Dustmaster Corp. 
Dustpak Ltd. Inc 


E-Z Por Mfg. Corp 

Eastern Novelty “Mig. 

Easy Day Mfg. Co. 
EO PS ee ae 2815 
Eclipse Metal Mfg. 

Eddy Mfg. Co. 

Edlund Co. 

Edsal Mfg. 

Edward Can Co. 

Ehrlich, Inc., Low 

Ekeo Products Co. 

Electric Steam Radiator Corp. 
Elm Jay Metal Products Co. 
Elpo Industries, Inc. 


Emerson Electric ‘Mfg. Co. 
Empire Brushes, Inc. 
Engelhard Hanovia, Inc. 


English Bellows Mfg. Co. 
Ennz Products Co. 

Enoz Corp. 

Enterprise Aluminum Co. 
Erecta Shelf Div. of 

Metropolitan Wire Goods 
Erie Mop & Wringer Co. 

Eska Co. Inc. 
Esmond Industries, Inc. 
Esquire Chemical Co., Div. 

Su Sn Ur sclenseoeseeceeunads 2612 
Essex Products, Div. Welco Ind. 27 
Essick Mfg. Co. 

Everain, inc. 
Everedy Co. 


Falco Products Co. 
Farber, S$. W. 
Farber & Shievin, Inc. 
Fasco Industries, Inc. .. 
Fast Chemical Products Corp. 
Federal Enameling & Stamping Co. 
Federal Glass Co. 
Federal Tool Corp. 
Feemster Co., W. R. 
Ferry Mfg. Co. Inc. 
Ferry-Morse Seed C 
Filray Corp. 
Firelogs, Inc. 
Saeeee eens Go, EE cocccceccucesoes . 506 
Fiske, House of 
Flambeau Plastics Corp. 
Flexi-Mat Corp. 
Foley Mfg. Co. 
Forest City Products, Inc. 
orest Specialties 
Forman Family, Inc 
Foster PP soa Alioy Prods. Corp. 
Fowler Co., Vv. 
Francis Co., A. 
Franklin Co. Inc. rnard 
Franklin Metal & Robber Co. 
Frantz Electric Industries, 
Freezer Queen Products . 
Fresh‘nd-Aire Co., Div. Cory Corp. 
Se Gs. cenbecdocnctéeseesosesesoanl 2109 


Se EE EM | cannes caguseodoatees 169 
G&S Metal Products Co. Inc. 
Gailstyn Co. Inc 
Gala Appliance “Mts. Inc. 
Gala Lite Co. 
Gardex, Ine. 
Garner & Co. Inc. 
Gem, Inc. 
Gem Electric Mfg. Co 
General Appliance Mfg. , 4 
General Electric Co., 

Housewares & Commercial Equipment = 
General Floorcraft, Inc. 
General Mower Corp 750 
General Slicing Machine Ti GR cccecces 1210 
General Textile Co. 1333 
General Wood Works, Inc. 
Gerber Wrought iron Products, Inc. 
Gering Plastics, 

Div. Studebaker-Packard Corp. 
Gessser Pemmeete Gao. cccccccccccccececs 106 
Gibraltar Household Products Co. Inc. ...1628 


Gilbert Clock Co. ®eeseeteeeees coe « 2618 
. 569 


Gilton Mfg. C 

Ginna Corp. 

Gits Molding Corp., J. P. 
Gitsware Corp. 

Glamorene, Inc. 

Glamur Products, ’ 

Glaser Products Corp. 

Glidden Co. 

Globe-Ware Industries 

Golden Star Polish Mfg. Co. Inc. 
Goodell Co. 2076 
Se Sia i. - veeuconnesgeveeeoods 1318 
Goshen Churn & Ledder, Dy: och d¢esvesen 1610 
Gotham Industries, Inc. 1544 
Grand Basket Co. 

Gray Co. 

Grays Harbor Chair & Mfg. Co. 

Great Lakes Tractor Co. 

Great States C 

Greenspan & 

Griswold Mfg. Co. 

Guild Products, Inc. 

Gulton Industries, 

Gustin-Kramer Co. 


H & P House Furnishing Ce. Inc. 
Haddon Products, Inc. 
Hall 2 Co. 

Hall Pr ’ 

Hamilton Beach 
Hamilton Cosco, Inc. 
Hamilton Equipment Corp. 
Hamilton Glass Co. 
Hamilton !mport Corp 
Hamilton-Sketch C 
Hampden Specialty 


Hancock Gross Mfg. Inc. 

Handy-Andy Specialty Co. Inc. 

Handy-Hannah Products Corp. 

Handy Things Mfg. Co. 

Hankscraft Co. 

Hanson Scale ' 

Hardesty-Quittner, 

Hardware Age 

Hardware industrial Tool Co. 

Hardware Retailer 

Harris Hub Inc., Casualite Div. 

Harvell Mfg. Corp. 

Harvey Mfg. Co. 

Harville —_ Service 

Harw 

Hasty Bake “Mie. Co. Inc. 

Heat Controller, Inc. 

Heller Hostess Ware 

Heller and Sons, Inc., Morris 

Heller Co. Inc., William 

Herculean Products Co. 

Herman Products, Inc., agg 

Herman's Novelty Mfg. Co. 

Hertzberg & Son, Inc., H. 

Heyman Glass Co. Inc. 

Hicknurn Mirror Furniture Co. 92 
Hillside Metal Ware Co. .........ccccues 1751 
Hirsh Mfg. Co., S. A. A334 
Hobart Products Co. 


Homak Mfg. Co. 
Home Furnishings Daily 
(Fairchild Publications, Inc.) 
Household "Seles ¢ ‘adie o6ebeereoeeboees 1708 
Houseware Sa . 


Hull Cutlers Corp., John 632 
Hull Pottery Co. ... 6... cc cccecceecwsees —. 


Hunter Div., — 4 .~’ Ine. 


Company 
ie Rubber Products Co., 
idealware, inc. 
IMinois Water Treatment Co. 
Imperial Clock Co. 
Imperial Electronics, Inc. 


International Oil Burner Co. 

International Shear Corp. ................ 2610 
International Silver Co. 719 
lona Mfg. Ce. inc. 

Dt cece oean deb éedebees 600006 1611 
Dt tn... ssusdeeseadunsodéeenual 613 


ag ony = Inc. 
~ ty % DUE +e0e¢onewvo<edsecd scat 2816 


ae 
Joell min” Co. Inc. 
Johnson-Stvart Co. 
Jo-lynn Co., Div. 
Jrooklyn Plating Works, Inc. .... 
Jones & Laughlin Steel Corp., 
Container Div. 


KVP Sutherland Paper Co. 443 
Kadar Co., Div. Yardley Created Prod. Co. 2407 
Kalo Mfg. Corp. 273 
Kamkap, Inc. 
Kaplan & Sons, Inc., Joseph A. 
Karmox 
Karoff Originals, Ltd. 
Keefe Mfg. Co., Jack 
Keen Industries, -% 56 
ee Gs GS We coccescccccoccceces 1562 
Kellogg Brush Mfg. i 
Kenro Corp. 
Kent Plastics 
Keystone Brass & Rubber Co. 
Kidde Mfg. Co. Inc. 
Kimberly-Clark Corp. 
KitchenAid Electric Housewares Div., 

obart Mfg. Co. 
Kitchen-Quip, Inc., xy Appliance Div. 
Klasco Products hog 
Klein, Inc., 
Kieinert Rubber ee. 1 


(Continued ) 
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EXHIBITOR 


Knape & Vogt Mfg. Co. 
Knapp-Monarch Co. 
Knibb Industries, Inc. 
Knickerbocker Metal Guild, 
Knickerbocker Rubber Co. 
Kord Mfg. Co. Inc. 
Kordite Co. 
Kreamerware, 

Kresky Mfg. Co. 

Kromex Corp. 


LaBelle Silver Co. Inc. 
Lafayette Brass Mfg. Co. Inc. 
Lafayette Products Co. 
Laitner Brush Co. 

Lambert, Inc. 

Laminet Cover Co. 


i i 2h ME 6.0 cct es 000 ode ces 


Landers Products Division 
Langner Mfg. 
La Pointe Industries, Inc., 
Howard Housewares Div. 
Lasko Metal Prod. 
Laurill Co. Inc. 
Lawnmaster 
Lawson Co., F. H. 
Lee Rubber & Tire Corp. 
Lehman Brothers Silverware Corp. 
Leiner & Co., Geo. S. 
Leipzig Co., 
Representing: R. H. Lyons Co. 
Leipzig & Lippe, Inc. 
Representing: West River Basket Corp. 
Lenox Plastics, Inc. 
Lerner, Inc., Stuart M. 
Levitz, Harry 


Lideo, Ine. Mastur Mfg. Co. 
Lifetime Cutlery Corp. : ..92 Mayer Co. Inc., William F. 
Lincoln Mfg. Co. Inc. ; Mayfair Seats 
Lincoln Metal Products Corp Maynard Mfg. Co. 
Lisk-Savory Corp. (See United States Stomping) Maywood Furniture Co. 
ithe Metal Products Co. 975 Mechanical Mirror Works, Inc. 1 
i naneatou oe 1018 Mehl Mfg. Co., Div. Sydney Thomas Corp..373 
Representing: Hobson & Botts Co. Melard Mfg. Corp. Ag 
Webster Basket Co., Martie Stove & Range, Melcor, Inc. 
Star-A Electric Mfg. Co. Ine. oa aeang on 4d “ee Cc 
* nor ustries, Inc. 
a eam os 346 Merit Creations, Inc. 
Reremen Ce. tac. . Merit Enterprises, Inc 
Louisville Fireplace Corp. | Merrymaid Plastics Corp. 
lux Clock Mfg. Co. Inc. ene oe A oe” 1 MeGrew-Edieon 
cra 9 
Lynwood Laboratories, Inc. Metal Products Mfg. Co. 
Metal Ware Corp. 
Metro Molding Corp. 
Meyer of California, Fred 
Meyer & Sons, Inc., 


: . Milbern Creations, Inc. 
Maggie Magnetic, Inc. Miller Studio, Inc. 


. .99 Magic Iron eee Co. Inc. Mirra Cote Industries 


Mirro Aluminum Co. 
Mission ey ae , 
Modern Carpet Sweeper Co. 
Pig inc. Monarch Cabinet Corp. 
- Be mn Me = & Monarch Plastics Co. 


2770 
or Slicing Machine Corp. Maul date. — 


Mallory Plastics Co. Mr. Bartender cite. 

Malloy Co., Dan Munsey Products, Inc. 

Mandeville & King Co. 62 Murphy-Phoenix Co. 

ome agg eg —s 7" cee, woo i Mfg. Co. 
ardiqian Corp uckeye Div 

Markel Electric Products, Inc. Mystik Adhesive Products, tne. 

ee CM, casas caeeehseesene 1167 

Marnet Products Co. Inc. ............... 2826 

Marsh Industries 

Marshalian Mfg. Co. 

Martin Rubber Co. Inc. .343 N. F. C. En ween - 





Representing: Eastern Frame & Mirror Corp., Martin Stamping & Stove Co. Nappe Smi 


Harle Specialty Co. Inc., 

General Wood Products Co. 
Levy Sons, !. 
Lewis Research Laboretories, Inc. 
Lewis Steel Products Corp. 
Leyse Aluminum C 
Libbey Glass Div., 

Owens-illinois Glass Co. 


Your 
headquarters 


Hardware Age booth No. 143 
is about two-thirds of the way 
down the first aisle to the left 
of the main entrance of the 
hall, on the upper floor. Our 
message center, easy chairs, 
etc., are at your disposal. 
For a chat, for aid or rest, 
come early and come often. 
We'll be glad to see you! 
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I BE sss octal a ne'a n  b 0.600'0 weed 2832 Nassau tele 

Marvel Metal Products Co. National Blenders 

Marvin Mfg. Co., W. B. National Brush Co. .. 

Master Corporation National Engineersing & Mfg. 
Mastercrafters Clock & Radio Co. National Food Slicing Machine Co. 
Mas‘ercraft Unpainted Furniture National Potteries : 
Master Mfg. Co. National Presto Industries, Inc. 
Master Metal Products, Inc. National Products, Inc. 


How to find your way around MeCormick Place 


This floor plan shows the main floor booth locations 100-1800. Check off your 
key stops in logical order by looking up booth numbers of principal suppliers 
in the listings on these pages. Booths 2000-2800 are in similar sequence on 
the restaurant (lower) level. Be sure to visit the Hardware Age Booth 143, pin- 
pointed in red circle below. 


UPPER LEVEL (BOOTHS 100 THROUGH 1800) 
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National Sanitary Products Corp. 

National Silver Co. 

Naxon Utilities Corp. 

Nelson Machine & Mfg. Co. 

Nesco Industries, Inc. 

Nevco Wood Products Co. 

New England Mop Co. . 

New York Lumber & Panel Co. Inc. 

New York Standard Mfg. Co. Inc. 

Nicro Steel Products Co., Div. heutd Comp. 

a ent Nn Corp. . 
American Plastics Co. 

ipastnenn Electric Co. . 

Northern Industrial Chemical Co. 

Northland Aluminum Products 

Northrup, King & Co. .. 

Northwest Plastics, Inc. 

Norwood Industries 

Notion Accessories Mfrs. 

Novel Products, Inc. 

Nu-Color Corp 
Nu-Dell Plastics on 
Nylonge Corp. .. 


O-Celo-General Mills, Inc. 
Ohio Thermometer Co. 
Oneida Silversmiths 
Ontario Knife Co. 

Orman Industries, 
Osrow Products Co. 
Oster Mfg. Co., John 

Ox Fibre Brush Co. Inc. 
Oxwall Tool Co. itd. 


P. B. R. Mfg. Co. 
Pacific Mills Industrial Fabrics & Wamsutta 
Pacific Mills Domestics Divs. 
M. Lowenstein & Sons, Inc. 
Palace Metal Products, Inc. 
Pal Novelty Co. Inc. 
Pantry Queen Products . 
Para Mfg. Co. Inc. 
Parker-Gaines, Div. Tex Machine Co. 
Parker Metal hound Co. 
Party-Q Corp 
Parvin Mig. 
Patent Novelty Co. . 
Paulben Industries, Inc. 
Pearl-Wick Corp. 
Peerless Mfg. Div. of Dover Corp. 
Penetray Corp. 
Pennant Div., Novo Industrial Corp. 
Peoria Metal Specialty Co. 
Perleide, Sub. O. Eidinger Mfg. Co. 


Peterboro Basket Co. 
Pfaltzgraff Pottery 
Pilgrim Products _ Webster Ind. Inc. 


Placbend 

Plos-Tex Corp. (See a “ope seed 

Plastic Metal Mfg. Ce. . 

Plastics Consolidated 

Plastics Mfg. Co. 

Plasti-Kote, Inc. 

Plastray Corp. 

Plavt & Lederman (Tritome Div. Ero Mfg. sos 
Plymouth Tole Co. 

Poloron Products, inc. 

Pomerantz, Inc., Julie 

Portable Electri 

Postiey, Inc., John 

Precision P 

Precision Ware Div. is , Grant Coe. 

Premier Mfg. Co. Inc. 

Pressing Supply Co. 

Prestige Hardware Corp. 
Prest-Wheel, Inc. 

Pretty Products, 7 

Prizer-Ware, Textile Machine Works 333 
Proctor Paint & Varnish Co. Inc. ........ 2804 
Proctor-Silex Corp. 

Progressus Co. 

Prolon Plastics Div., Pro-phy-lac-tic Brush .342 
Protex Products Corp. 2603 
Puritan Cordage Mills, Inc. 

Puritan Fireplace Furnishings 

Puritron Corp. 


Quaker industries, Inc. (Wisc.) 
Quaker Industries, Inc. (N. Y.) 
Quality Molding Co. 

Quality Products Mfg. Co. 
Queen Mfg. Co. Inc. 

Quickie Mfg. Corp. 


Raber Mfg. Corp. 

I eatin nian sch cechassnwl 2329 
Ransburg Co. Inc., Harper J. 440 
Raymac Cabinet Co. Inc. 

Redmon Sons & Co., W. C. 

Reed & Co., J. V. 

Reefer-Galler, Inc. 

Regal Specialty Mfg. Co. 

Regal Ware, Inc. 


Re-Ly-On Metal Products, 
Renuyzit Home Prod 
Reo Products Mfg. Corp 
Republic Melding a. 
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Rhodes, Inc., 
Rich, Inc., 
Richbilt Mfg. Co. 
Richmond Cedar Works Mfg. 


Rogers Co., 
Rogers Pcie. Corp., A. C. Martinelli .... 
= — 


Sabin Mfg. Co. 
Safeguard Corp. 
Salmanson & Co. 
Salton Mfg. Co. 7 
Samson United of New York ........... 
Sandusky Metal Products, Inc. . 
Seni-Wax Co. 
Sanjo Utility Mfg. Co. Inc. 
Schiller & Asmus, Inc. 
Representing: Leeds of California, 

Ohio Scroll & Lumber Co., 

Woodcroftery Shops, Inc., Graff Electronics 
Schiveter Mfg. Co. 
Schroeder & Tremayne, Inc. 
Scientifiic Silver Service Corp. 
Pee SD GE, no ctccboncorecasescecees 2508 
Scranton Aluminum Mfg. Co. 
Genoese Goad Ge. ccccccoccocceceeveses 2805 
Seal Sac., Inc. , 
Seiberling Latex Products 836 
ty Ch MD sc ceceucéég oneeetee che 2175 
Selectronair, inc. 
Selfix Products Co. 
Sessions Clock. Co. 
Seth Thomas 
Seymour Mfg. Co. 
Seymour Soak & Engr. Co. Inc. 
Shawnee Potteries 
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EXHIBITOR Booth No. 


Shelfmaker Products Corp. .............. 2713 
Shelton-Ware, Inc. B66 
Sheridan Silver Co., Inc 

Sherman Mfg. Co., H 

Sherwin-Williams Co. 

Shetland Home Care Institute ........... 
5 nce euece ees ve saccnseeeen 1026 
Shwayder Brothers, Inc 

Signal Electric Div., KingSeeley Corp. 

Silver Chamberlin Co. 

Sinclair Industries, Inc. 

Skalny Basket Co. Inc., L. ... 

Slumberest Co. 

Smith Co. Inc., 

Snyder Mfg. Co. 

Social Supper, Inc. 

Son-Chief Electrics, 

Southern Fabricators Corp. 

Space Maid, Inc. 

Spartan —* Radiator Corp. 


Spaulding Industries, Inc. 

i, a ee se 1826 
Specialty Products Div., Laidlaw Corp. ...2170 
Speco Products, Div. Specialty Sheet Meta .B42 
Sparti Faraday, Inc. 1603 
Spico Industries 
Spiegel Hanger Co., J 
Sprayway, Inc. 

Springfield Instrument Co. 

Stainless Ware Co. of America 

Standard Can Corp. A73 

Stanley Electric Tools Div., Stanley Works .2759 

Stanley-Judd, Div. of Staniey Works 75 

Stanley-Oliver Mfg. Co. 

Star Brush Mfg. Co. Inc. 

Stellad —— Inc. 

Stern Co., a 1240 
ns Peerless Products 

Stetson China Co. 

Stix Products, Inc. 

Stratton & Terstegge Co. Inc. 

Stor-All Corp. 


Sunburst Mfg. ‘Co. 

Sunlite Corp. 

Superama Mfg. Co. 

Superior Electric Products Corp. 

Superior Plastics, Inc. 927 
Superior Rubber Products Co. ............. A91 
Supreme Cutlery Corp. 2009 
Supreme Products Corp., Div. A.S.R. Prods. .166 
Swing-A-Way Mfg. Co. 105 
Sycamore Mfg. Co. 

Sylvan Ceramics 

Synthetic Fabrics, Inc. 

Syracuse Ornamental Co. 


T 


Se Gas Dons swennsesendecécenieees 2772 
ee ND GOS, oo cececcsene dessus Sil 
Tel-Tru Mfg. Co., Sub. Germanow-Simon .. 


Texas Feathers, Inc 

i a T «. ep eetebede 6 beese he 1426 
Thatcher Glass Mfg. Co. Inc. ............ 1194 
Thermometer Corp. of America 415 
Therm-O-Ware Electric Corp. 

Thermwell Prod. Co. Inc. .............. 2197 
Thomas Lawn-Lite Co. Inc. 

Thompson Corp., George S. 

Thurnaver Co. ine. . G M. 

Tip Top Brush Co. Inc. 

Titan Mfg. Co. Inc. 

Toastmaster Div., McGraw-Edison Co. .. 
Toastswel!l Co. 

Toledo Guild Products, Inc. 

Transparent Specialities Corp. 

Treasure Craft 

Treasure Isle Products Corp. 

Triangle Mfg. Co. Inc. 

Tricolator Mfg. Co. 

Tri-M, Inc. 

Trio Mills Mfg. Corp. 
Tri-State Plastic Molding Co. 

eC ES, okt wa cwendee so eet 2056 
Tubular Industries, Inc. 

Tucker Products Corp. 

Tuco Work Shops, Inc. 

Turner & Seymour Mfg. Co. 


U. S. Caster Cup Corp. 

U. S$. Cocoa Mat Corp. 

U. S$. Metal-Plastics, Inc. 

Ullman Co. 

Umstead Mfg. Co. 

Union Carbide Consumer Products Co. ... 
Union Steel Products Co. .185 
ere 1712 
United States Electric Mfg. 

United States Stamping Co. 

United Wire Goods Mfg. Co. Inc. ..... 
Universal Producing Co. 

Delete GOUNE Gee oc cc cc cccccvccniccccses 743 


Vanderbilt Products, Inc. 
Vandy-Craft 

Vaughan Mfg. Co. 
Vermillion Co. 

Vernco Corp. 

Victor Products Corp. 
Victory Mfg. Corp 
Viking Stainless C Co. 
Village Blacksmith Div., 
General Metals Corp. 
Vining Broom Co. Ine. 
Vivitex Corp. 

Vogue Mfg. 

Volirath Co. 

Voos Co. 


Show facts to help you plan ahead. 


NHMA COURTESY BUS SCHEDULE 


Ww 


a to  cecuaa A38 
Wagner Mfg. Co., ele wacanenaws sow en 1408 
ae oy Mfg. Co. 

ah! Clipper Corp. Ri he cate hai ait thus a” 
Wallace Products, Inc. = 
Wallace Silversmiths, 
Wallkill Machine Works, |! 
Waring Products Corp. 
Washburn Co. (Androck Products) 
Washington Forge, Inc. 
Washington Steel oe, 
Watertown Mfg. 
P's eaigldin wc awieeg bo0's'e ee ben _A21 
Wear-Ever Aluminum, Inc. 
Weber-Stephen Products Co. 
Wecolite Co. Inc. 
Weinman Brothers, Inc. 
Weiss & Klay 
Welby Corp. 
Wellingware, 
Welmaid Products, Inc. 1066 
Me ee nes. toss 0st eb tbe 2181 
rr rn nn. i. ca ee so beesens 1501 
Wessel Hardware Corp. 
West Bend Aluminum Co. .............. + 1017 
Westchester Brickote Prod. Co. Inc. .. .872 
Westclox, Div. ~~ a Corp. 733 
Western Newell Mfg. Co. ............... 2511 
Westinghouse Electric om. Pree 875 
Westinghouse Electric Corp., A63 
i i vet ceeecses 2149 
Wheeling Corrugating Co. .............. 1231 
White Metal R _ & Stamping Corp. ....883 
White Studios 
Whitmor Mfg. Co. 
Whittier Line 
Wickford Products, 
Williams Cutlery, 
Wilmart Products Corp. 
Wilshire Mfg. Co. 
Wilson Specialties Co. 
Wisconsin Aluminum Foundry Co. 
Wiss & Sons C 
Wolf Mfg. Co. 
Wolfcrest Products 
Wolfe, Harry M. 
Wolfe Products Co. 
Wolff Products Co. 
Wolverine Household Products, 
Woodhill Chemical Sales Corp. 
Woodpecker Woodware 
Worcester Felt Pad Corp. 
Worldsbest Industries, Inc. 
Wright Mfg. Co. 


Zachman & Co. 

Zeen Chemical Corp. 

Zenith Metal Products Co. ............... 1770 
Dt Te. cchirdsanadedeus ed sé owdeed 435 


(Free buses provided all show visitors during january exhibit to and from McCormick Place 


ROUTE NO. 1 — Will start at Executive House on Wacker Drive 
(also covering Oxford House) and take in Sheraton-Towers, St. 
Clair, Eastgate, Allerton, Pearson, Knickerbocker, Drake, Croydon 
and Lake Towers Motel. 10-minute frequency starting at 8: 00 A.M. 
and continuing until 10:30 A.M. (Ambassador East and West hotels 


approximately 20-minute schedule.) 


and hotels and motels.) 


ROUTE NO. 3 — Will start at Congress Hotel, Michigan Ave. door 
and then go to Canrad Hilton, Michigan Ave. door. (Route will also 
cover Sheraton-Blackstone at Conrad Hilton hotel). 5-minute fre- 
quency from 8:00 A.M. and continuing until 10:30 A.M. 


ROUTE NO. 4 — This route will cover South Side hotels and motels, 
including Shoreland, Del Prado, 50th on the Lake Motel, etc. 15- 


Monroe St. door of Palmer House. 5-minute frequency starting at minute frequency for this area starting at 8:00 A.M. and continuin- 
8:00 A.M. and continuing until 10:30 A.M. ing until 10:30 A.M. 


In the late afternoon, there will be 30 buses starting at 3:30 P.M. and continuing until 6:30 
P.M. for the transferring of show visitors from McCormick Place to all hotels and motels 
mentioned above. 


ROUTE NO. 2 — Will start at Clark St. door of Sherman and pick up 
Bismarck also. It wiil then proceed to Clark St. door of Morrison 
picking up for LaSalle also. Then east on Monroe St. picking up at 


70 © HARDWARE AGE, December 29, 1960 





L ottore 














Private vs. national brands 
Dear Editor: 


I think it is time for hardware 
dealers to realize that their future 
is not with the nationally adver- 
tised brands of merchandise. |! 
think the record will show that it is 
not usually to their advantage to 
push highly advertised and nation- 
ally accepted lines in their stores. 

Most of the lines which have na- 
tional acceptance today have 
achieved this position by advertis- 
ing and by patient, persistent sell- 
ing by thousands and thousands of 
retail dealers. 

Today, many of these same lines 
are profitless to the dealers who 
brought them into prominence be- 
cause discount operators have 
seized these lines, cut the prices, 
and used them as leaders. 


These lines would not be handled 
by discount operators today except 
for the fact that they have accep- 
tance by the public. This national 
acceptance was brought about by 
retail hardware stores all over the 
country. A discount house doesn’t 
make a reputation for merchandise, 
it doesn’t “sell,” it only thrives on 
that which has already been done. 

When a hardware dealer pushes 
the XYZ line, and makes it nation- 
ally famous, he may be reasonably 
sure that he is hastening the day 
when that line will be made to or- 
der for the discount operator, and 
profitless for the dealer. 


I believe hardware dealers will 


from Hardware Age Readers 


do better if they do more selling on 
quality non-famous lines. They will 
do better if they either get their 
own private brands, or team up 
with wholesalers who promote their 
own high quality private brands 
which will not find their way into 
the discount house when they be- 
come acceptable and famous in an 
area. 

This will take a bit more selling 
on the part of the dealer, but it will 
be rewarding. 

Yours truly, 
Jacob Bakker 
Peter Bakker Hardware 
Midland Park, N. J. 


Editor’s note: Mr. Bakker’s opin- 
ions are not shared by HARDWARE 
AGE. His letter is published in 
keeping with our policy of encour- 
aging free and open discussion of 
trade subjects. It is our feeling 
that Mr. Bakker’s contentions suf- 
fer from too much generalization. 

It does appear that some national 
brands have moved into discount 
houses with too much haste and 
have damaged their standing as a 
national brand. On the other hand, 
we must recognize that there are 
a number of national brands that 
have fought hard to protect their 
integrity and their profitability to 
hardware dealers. We should rec- 
ognize the differences in sales poli- 
cies of individual national brands, 
and should not lump them all into 
one basket. 

The growth of hardware stores 


in the past has been closely related 
to the growth of national brands. 
It is our belief that these brands 
are still essential for a profitable 
hardware store. 

Private brands have their place 
in the hardware trade; they have 
always been a part of the hardware 
picture. But we doubt that they 
will ever be a complete substitute 
for national brands. While some 
national brands have certainly suf- 
fered by unwise policies in recent 
years, this does not justify a con- 
demnation of all such products. 


Home reading 
Dear Editor: 


I am very pleased that the copies 
of HARDWARE AGE are sent to my 
home, instead of to the store. 

In the past, they were sometimes 
put away and did not get read as 
thoroughly as they should be. Now, 
I read them at every spare moment 
and find them very useful as well 
as educational. 

Please send me the following 
items, for which I enclose check 
for $11.50. 

(1) Hardware Age Builders 
Hardware Handbook, $8. 

(2) 200 sheets 
HA) @ $1.75, $3.50. 

Send both items to the store. 

Very truly yours, 
Walter Israel 
D & E Hardware Co. 
120 Meridian St. 
East Boston 28, Mass. 


(yellow form 


Editor’s Note: We’re always glad 
to arrange to have your copy go to 
your home address; quite a few 
readers prefer this. We'll be happy 
to arrange this for other readers 
who would like to have copies sent 
to their homes. Just tear off the 
present address label from your 
HARDWARE AGE mailing wrapper 
(so we'll know which stencil to 
change and your store or company 
name) and send it to us along with 
your home address. We'll do the 
rest. 
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Buying Check List 


of new hardware items 


Keep up to date. Check these new items 


Each item in the following pages has a number above it. When 
you want more details about an item, just circle corresponding 
number on postcard on page 79, and mail 


Item 1 
Economy-priced bath scale 


A bathroom scale with a list 
price of $6.95 includes a 300-lb dial, 
carrying handles, and a weighs-on- 
any-surface mechanism. Model 222 
has a trim-line design. Mat is of 


easy to clean vinyl matching baked- 
on enamel sides. Dial head is of 
sparkling chrome. Brearley Co., 
Dept. HA, Rockford, Iil. 


Item 2 
Moth blocks with hooks 


A new moth block is offered as 
part of the Expello line. Offered in 
1-lb and 10-0z sizes each has pat- 
ented exposed hook for hanging in 
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closet and is scented with essence 
of cedar and pine. Blocks are triple 
wrapped to seal in odor and give 
long shelf life. Hook can serve as 
self merchandiser to stack or hang 
for display in store. Expello, Div. 
Odor-Aire, Inc., Dept. HA, 1015 E. 
Second St., Wichita, Kan. 


Item 3 
Stove, counter-top mats 


Rubbermaid’s aluminum-topped 
rubber Stove ’N Counter Top mats 
are available in three sizes. The 
largest, 16 x 20-in., retails for 
$3.98; the medium, 13%4 x 19%-in., 
for $3.69; the small, 744 x 19-in., 
for $2.49. The rubber bottom of the 


mat withstands oven and broiler 
heat. It clings to enamel, wood or 
composition and cushions finishes 
against scratches. The top is of 
heavy textured aluminum foil and 
is coated with a hard acrylic film. 








Mats come in red, yellow, pink, 
turquoise, and sandalwood. Rubber- 
maid Inc., Dept. HA, 
Ohio. 


Wooster, 


Item 4 

Storage bins for pantry 
Beauty-Bin has four easily re- 

movable tilt-forward bins, each 

with its own tip-up protective lid 

and easy-grip handles. Offered in 





Here is a quick Check 
List of items described 
in the following pages 


all chrome or all copper and in 
Wood-Tone to capture the beauty 
of wood and the durability of steel. 
Wood-grained viny! is permanently 
bonded to the metal body. Surface 
is washable and resistant to steam 
and common household chemicals. 
Lincoln Metal Products’ Corp., 
Dept HA, 225 42nd St., Brooklyn 
i a g 


Item 5 
Television lamp clock 

This television lamp clock has a 
Glolite face which glows in the 
dark. It 


registers every second, 








Quick Index to Buying Check List 





PAGE 

| Economy-priced bath scale “— 

-] Moth blocks with hooks 72 
[| Stove, counter-top mats 72 
| Storage bins for pantry 72 

"} Television lamp clock 73 
') Non-electric door chimes . 73 
"} Six and nine cup percolators 73 
' | Four-in-one tool set 74 
| Plastic flexible spray 74 

'} 6-volt electric lantern 74 
‘| Attractive welcome mat 74 
] Single-edge razor knife 74 

[|] Adhesive merchandiser deal 75 
[}] Packaged tea bells 75 
| Carded household hardware 75 

|] Protective seam ripper 75 
') Car, boat cooler chest 75 
"} Series of metric hex keys 76 
[] Popular price deadlock 76 
] Lawn sprinkler display 76 
] Metal waste basket line 76 

] Heavy-duty hedge trimmer 76 

[] Tongue and groove plier 77 
—] Easy-open wallpaper cleaner 77 
—] Improved edger-trimmer 77 
~) Large size tape package 77 
[] 10-piece hang-up tool set 77 
| Low-lustre enamel finish 77 

[] Solid brass shower heads 77 
“| Cleaner for stainless steel 78 
| Hinges for metal doors 78 


“] Neoprene-washer roof nail 78 


Bathroom accessory line 
Redesigned plier line 
Plastic filler, solder .... 
Light bulb display stand. 
Slip-joint clamp plier 


-_s= 


1 


r ‘} r 
| 
L 


New drawer tool stand 
Hanging kits for workshop 
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Interior-exterior finish 
Double ground adapter display 
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Seven-in-one hole saw 
Heavy-duty pruning shear 
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Color-cord trouble lights 
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Galvanized wire dog run 
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Plumbing/household supplies 
Heavy-duty belt sander 


/ 
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Hang-up tool merchandiser 
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|] Plastic package for reel 

| Wood grained cake carrier 
[] Exterior clear spar varnish 
"| Toilet tank ball unit 

| Epoxy glue bulletin 
[}] Garden tools catalogs 

| Tent catalog 

] Submersible pump catalog 

| Outdoor furniture catalog 
|] Pipe thawing bulletin 

} Lawn hose goods catalog 

|] Lewn mower catalog 
[] Sprayer & duster catalog 

| Lighting fixtures catalog 

] Tool case bulletin. .... 

] Pump line catalog 

] Tent & sleeping bag catalog 





minute and hour with bold easy-to- 
read Colorama numerals. Clock is 
guaranteed for three years. Penn- 
wood Numechron Co., Dept. HA, 
7249 Frankstown Ave., Pittsburgh 
8, Pa. 


Item 6 
Non-electric door chimes 


AuthOtone non-electric door 
chimes for apartment houses and 
private homes have been restyled. 
A new aluminum outside plate for 
the Universal model has anodized 
dull silver or gold finish. Chime 
enclosures for all three models have 
been changed to provide simple 
harmonizing lines, light ivory fin- 
ish. The line now consists of push 
button Universal model, list $4.95; 
colonial knocker Suburban model, 
list $7.75; and New Yorker model 
with one-way mirror peephole for 


private viewing of callers, list price 
$8.25. Auth Electric Co., Dept. HA, 
34-20 45th St., Long Island City 1, 
| fe # 


Item 7 

6 and 9 cup percolators 
Corning Ware’s percolator with 

reinforced stainless steel neck and 

pouring lip is available in six and 
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nine cup sizes. The stainless steel 
neck and lip provides more dura- 
bility, increased styling, and no loss 
of coffee flavor. Entire brewing 
surface is made of Pyroceram. The 
nine cup model sells for $10.95. 
The six cup model for $9.95. Corn- 
ing Glass Works, Dept. HA, Corn- 
ing, N. Y. 


item 8 
Four-in-one tool set 


The Piggy-Back screw driver of- 
fer includes plastic handle with 14- 
in. hex socket; reversible blade 
with one end a 3/16-in. blade and 
the other a No. 1 Phillips bit; 
midget instrument-type screw 
driver. The midget driver handle 
fits into the 44-in. hex socket piggy- 


back style for extra precision con- 
trol in hard-to-reach places. Piggy- 
Back set fits most screws and nuts 
found around the home, such as on 
appliances, radio, etc. Complete set 
lists at $1.60. Vaco Products Co.., 
Dept. HA, 317 E. Ontario St., Chi- 
cago 11, Ill. 
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Item 9 

Plastic flexible spray 
Flexi-Spray is a one-direction 

spray made of plastic hose. It has 

a spiked standard fitting at one end 

and a plugged spike at the other. 

Holes are evenly spaced at different 


levels all on one side. Strong, flexi- 
ble hose, may be placed straight or 
curved around trees or rounded 
garden beds. Spray will go as far 
as 30 ft. In five-foot lengths at 
$1.95, 12-ft lengths at $3.75. Com- 
monwealth Plastics, Dept. HA, 
Leominster, Mass. 


Item 10 
6-volt electric lantern 


The Starfire electric lantern 
powered by 6-volt battery is of 
colorful design. It has a piercing 
spot beam, and a brilliant red flash- 
ing light visible for one mile. 
Lights can be used separately or 
together. Features are tripod base, 
hooded front lens, unusual style top 
lens and multi-purpose handle 


which also serves as a stand to 
point beam in any direction. it is 
finished in Hammertone gold and 
charcoal enamel with brite-plated 
trim. Other features are spare bulb 
carrier, built-in bottle opener, and 
hanging slot. List, less battery, 
$7.95. Delta Electric Co., Dept. 
HA, Marion, Ind. 


Item 11 
Attractive welcome mat 


Glam-R-Mats, a new group of all- 
weather entrance foot scrapers by 
Ace Rubber Products, are available 
in two sizes, 36 x 1J-in., and 30 x 
16%-in. The Gold Band mat 
(shown) features a wide center 
section of perforated rectangles on 


a bias to give two-way scraping. 
The word welcome is set-off in gold 
Mylar background. The Gold Shield 
mat has a gold Mylar shield with 
a coat-of-arms. Mats are available 
in black or brown. Ace Rubber 
Products, Inc., Dept. HA, Akron, 
Ohio. 


Item 12 
Single-edge razor knife 


The Red Devil RK-1 razor knife 
can be used for opening packages, 
carving models, trimming carpets, 
shelf or packaging paper. Tool is 
handy for paper hangers and for 
trimming all types of wall cov- 
erings at molding or basehoard. A 
safety device built into knife is 
holder which permits reversing 
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blade when not in use. Knife may 
be used with any single-edge safety 
razor blade. Prepriced and individ- 
ually carded with six single-edge 
blades. RK-l1 comes with blade. 
RK-2 is carded without the extra 
blades. Display card may be used 
on perforated board panels, win- 
dow, bin or counter. Red Devil 
Tools, Dept. HA, Union, N. J. 


Item 13 
Adhesive merchandiser deal 

The Wilhold Epoxy adhesive 
merchandiser 29D1 contains carded 
Wilhold Clear Epoxy, liquid fix-all 
to fix jewelry, glass, china, tile, 
plastics, and ceramics. Combined 
with Wilhold Epoxy-Metal, this cold 
welding adhesive putty, repairs 
tools, metal, castings, iron, pipe, 
toys, and appliances. It can be 
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drilled, filed, or sanded. Both make 
strong waterproof bonds that resist 
acids and heat. Merchandiser is 
packed as a unit with free goods 
for the dealer. Wilhoid Glues, Ince.. 
Dept. HA, 678 Clover St., Los An- 
geles 31. Calif, 


Item 14 
Packaged tea bells 


Five new numbers of tea bells 
mounted on colorful die-cut point- 
of-purchase display cards can be 
rung by customers. Bells are of- 
fered in solid brass and _ nickel- 


plated steel. Retail prices range 
from 33¢ to 75¢. Bevin Bros. Mfg. 
Co., Dept. HA, East Hampton, 
Conn. 


Item 15 

Carded household hardware 
This rotating display for Stan- 

dard carded household hardware 

is made of heavy-coated wire with 
\ “STANDARD 
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two-color lithographed sign and 
holds 90 cards in less than one 
square faot of counter space. The 
circular base measures 1 ft in di- 
ameter while revolving triangular 
rack with sign is 31% in. high. 
Display is furnished free with No. 
25 assortment of 15. individual 
items at dealer cost of $24.26. As- 
sortment of 162 cards includes 
hasps, hinges, barrel bolts, closer 


rod holders, coat and kat hooks, 
sash locks and corner braces. 
Shelby Metal Products Co., Dept. 
HA, Shelby, Ohio. 


Item 16 
Protective seam ripper 

This hook-shaped device for rip- 
ping out unwanted seams gives a 
quick and simple way to put an 
end to the accidental slashing of 
expensive material. Thread is 


looped in the hook. A twist of the 
wrist accurately cuts the thread. 
Fountain pen sized, the seam rip- 


per comes with a protective cap to 
avoid accidental snagging in the 
sewing box. New Home Sewing 
Machine Co., Dept. HA, Box 25901, 
Los Angeles 25, Calif. 


Item 17 
Car, boat cooler chest 


The newest addition to the Coie- 
man line of co ler chests is this up- 
right model for cars and boats. 
The Station Wagon Cooler model 
has shelf storage area and remov- 
able plastic ice tray. Push-button 
faucet supplies ice water or allows 
drainage without removing tray. 
Lining is odor, rust, and leakproof, 
stain resistant and seamless. Ex- 
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terior is aluminum waffle grid. 
Outside dimensions are 13-in. wide, 
22-in. high and 16-in. deep. List 
price is $32.95. Coleman Co., Inc., 
Dept. HA, Wichita 1, Kan. 


item 18 
Series of metric hex keys 


Upland Industries’ series of met- 
ric hex keys and hex key sets are 
available in sizes from 1.5mm to 
19mm hex across flats. Made of 
steel, of close tolerances, and com- 


pletely heat treated and tempered. 
Line features wearhard surfaces 
and uniformity. Available in single 
units or sets. Upland Industries, 
Inc., Dept. HA, Upland, Pa. 


Item 19 
Popular price deadlock 

This deadlock is easily installed 
on a wide variety of wood and alu- 
minum doors. Bolt deadlocks at full 
throw and cannot be opened with 
knife or other type of blade. For 
extra protection a specially con- 
structed sawproof bolt is available. 
Lock measures 234 in. high, 114 in. 
wide, and % in. thick, and will fit 
stiles .as narrow as 134 in. and 
doors up to 1% in. thickness. 
Throw of bolt is a full 7/16 in. 
One rim and one mortise type 
strike are packaged with each dead- 
lock as well as a template. Mechan- 
ism is completely reversible. Made 
of Zamac zinc alloy the lock is of- 
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fered in brass-colored or alumi- 
num-colored two-coat baked enamel 
finish or chrome plate. /deal Brass 
Works, Inc., Dept. HA, 219 E. 
Ninth St., St. Paul 1, Minn. 


Item 20 
Lawn sprinkler display 


Proen Products offers this color- 
ful and attention-getting window 
and counter lawn sprinkler display 
card to its dealers. The display is 


10 x 12 in. high and is easy to set 
up. It is included in promotion 
pack No. 156. Proen Products Co., 
Dept. HA, 9th & Grayson Sts., 
Berkeley, Calif. 


Item 21 
Metal waste basket line 


This line of metal waste baskets 
now includes 12-qt tapered oval 
styles, 26-qt tapered round styles, 
and hamper and basket sets. More 
than 50 items with 27 designs make 


up the 1961 line. Shown here is 
No. 26501 model. It features a 
design of deeply embossed fruit 
figures in copper finish and an- 
tiqued to offer decorative motif. 
Basket has white enamel back- 


ground and copper finish lining. 
Weinman Brothers, Inc., Dept. HA, 
3260 W. Grand Ave., Chicago 51, 
Ill. 


Item 22 
Heavy-duty hedge trimmer 


Ram Tool’s Model R800 hedge 
trimmer has an attached 50-ft 
three conductor cord. The UL ap- 
proved cord gives positive protec- 
tion while delivering full power to 
universal air cooled 110 volt AC/- 
DC motor. Other features are cen- 
ter balance handle with = slide 
switch, 14-in. tempered steel vari- 


angle blades, 1800 strokes per min- 
ute, is lightweight. Comes in mir- 
ror finish with red handles and 
vellow cord. Lists for $44.50. 
Ram Tool Corp., Dept. HA, 411 N. 
Claremont Ave., Chicago 12, [ll 
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Item 23 
Tongue and groove plier 

This Channellock No. 440 Grip- 
master plier has a full 214 in. par- 
allel-jaw capacity. The jaws are 
only 5/16 in. thick, allowing excep- 
tional leverage on work inaccessa- 
ble to other gripping tools. The No. 
440 is available with blue, dipped 


plastic grips or full polished han- 
dies. They’re also availiable with 
smooth jaws for work on plated fit- 
tings. Champion DeArment Tool 
Co., Dept. HA, Meadville, Pa. 


Item 24 
Easy-open wallpaper cleaner 
Walvet, Climax, and Wall-Brite 
wallpaper cleaners are now packed 
in one-pound cans with an easily 
opened plastic lid. Lids can be used 
for coasters, flower-pot mats, 
cookie-cutters, dishes after 
contents are used. Customers can 
now see contents and examine for 
freshness and color. The Cleveland 
Cleaner & Paste Co., Dept. HA, 
7275 Neville Ave., Cleveland 2, 
Ohio. 


soap 


Item 25 
Improved edger-trimmer 
Cooper’s improved edger and 
trimmer has all controls at stand- 
up height for operating conveni- 
ence. As an edger, the unit is 75 
percent self-propelled. Three wheel 
suspension balances unit, and keeps 
it moving steadily without bounc- 
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ing, tipping, or rolling on rough 
ground. Equipped with Briggs & 
Stratton 2%-hp, 4-cycle engine, 
with Chok-o-matic carburetion, re- 
coil starter, and no-spill air cleaner. 
Weighs 62 lb. Cooper Mfg. Co., 
Dept. HA, Marshalltown, lowa. 


Item 26 
Large size tape package 

The 29¢ Thriftape is a special 
promotion economy package con- 


taining a reel of 1000 in. cellophane 
tape in the half-inch width. The 


spool is mounted in an all-purpose, 
king-size transparent plastic dis- 
penser case. LePage’s Inc., subsid- 
iary of Papercraft Corp., Dept. HA, 
Paper Square, Pittsburgh, Pa. 


Item 27 
10-pe hang-up tool kit 


This Oxwall 10-piece wrench, 
screwdriver and plier set in E-Z 
hang-up kit is one of four domestic 
items being offered for Hardware 


Week. Three other domestic items 
offered are a 5-piece rubber grip 
handle interchangeable screwdriver 
kit, a 60-piece screwdriver assort- 
ment, six different types, crystal 
handle cabinet and mechanical, and 
a 50-piece rubber handle screw- 
driver assortment. Also to be fea- 
tured are six of Oxwall’s best-sell- 
ing import items: a 4-piece open- 
end wrench set with bag and cap- 
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per; electric soldering iron, 100- 
ft coil %-in. sisal rope; 100-ft 
hank 14-in. sisal rope; 29-piece 
drill set in index box; and a 29- 
piece drill set with 44-in. shank in 
index box. Ozxwall Tool Co., Ltd., 
Dept. HA, 401 Park Ave. South, 
New York 16, N. Y. 


Item 28 
Low lustre enamel finish 


Pure White Eggshell is the new- 
est shade in the Sapolin Glisto 
enamel finish line. It’s a low lustre 
finish with only a hint of sheen. 
Creamy body assures easy brush- 
ing and uniform leveling. Can be 
easily tinted with Sapolin Color 
Toners to provide a variety of 
shades. Sapolin Paints Inc., Dept. 
HA, 205 E. 42nd St., New York 17, 
N. Y. 


Item 29 
Solid brass shower heads 


Melard’s solid brass Jet shower 
heads are chrome plated and have 
a non-liming plastic spray plate 
that produces a full-flowing double 
cone spray. An optional Flow Ad- 
juster provides full to soft spray. 
On Model No. 361 (shown) the con- 
trol lever enables complete water 
shut-off while lathering. Available 
in transparent plastic pack, mount- 
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ed on a 5 x 8-in. self-selling four- 
color card, or individually boxed. 
Model No. 361 retails for $2.98. 
Melard Mfg. Corp., Dept. HA, 2926 
White Plains Rd., New York 67, 
N.Y. 


Item 30 
Cleaner for stainless steel 


This stainless steel cleaner is in 
liquid form for fast application. 
It requires only gentle wiping. 
Gives stainless steel a rich, satin- 
smooth finish that resists water- 
spotting and fingermarks. Avail- 


able in quart cans for $2.75, half- 
gallons for $3.95, gallons for $6.95. 
D. J. Alexander Corp., Dept. HA, 
2944 E. Venango St., Philadelphia 
34, Pa. 


Item 31 
Hinges for metal doors 

Here are two spring hinges for 
use on pressed steel jambs and 
metal doors. Both are single-acting 
spring hinges. The 32002 features 
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41%-in. flanges to fit mortises pre- 
pared on both door and jamb. The 
HS32002 has a 4%-in. flange for 
mortised jamb, a 5%-in. flange for 
surface mounting on door. Both 
hinges are for doors of 1%4-in. 
thickness. Base of planished steel 
is Japanned a dead black, primed 





for painting, or plated with brass, 
bronze, zine or nickel according to 
users specifications. Bright and dull 
finishes are available. Chicago 
Spring Hinge Co., Dept. HA, 1500 
Carroll Ave., Chicago 7, Ill. 


Item 32 
Neoprene-washer roof nail 


These Stormguard nails for cor- 
rugated and V-crimp roofing have 
neoprene washers and annular ring 
shanks to eliminate nail-rotating 
and washer’ grinding. The nails 
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have flat or umbrella heads and are 
zinc treated to withstand rusting. 
The nails are available in 5 and 50 
lb bulk cartons, in lengths of 14, 
134, 2, and 2% in. W. H. Maze Co., 
Dept. HA, Peru, Ill. 


Item 33 
Bathroom accessory line 


The Regency line of bathroom 
accessories by Grote includes re- 
cessed fixtures and wall type 
fixtures with invisible mounting. In 


the group there are a variety of 
towel bars, robe hooks, soap holders 
(one shown), tumbler and tooth 
brush nolders, grab bars, and other 
items. There is also a matching 
line of lavatory legs for any type 
installation. Grote Mfg. Co., Dept. 
HA, Madison, Ind. 


Item 34 
Redesigned plier line 


Four of the Hunter line of pliers 
have been redesigned for working 
in deep, confined areas. Midget 
diagonal cutter, long narrow chain 
nose plier, extra fine end cutting 
nipper and long round nose plier 
now feature 6-in. long handles. 
Cushion grips and leaf springs 
have been added for easier use. 
R. N. Hunter Sales Co., Dept. HA, 
9851 Alburtis Ave., Santa Fe 
Springs, Calif. 


Item 35 
Plastic filler, solder 
Magic Bond is a polyester resin 
plastic filler and cream hardener 
that adheres firmly to metal, wood, 
plastic, and other materials. It will 
not rust, corrode, shrink, flake, 
chip, or peel. Works like putty and 
hardens in 5 to 7 minutes at room 
temperature. After 15 to 30 
minutes it can be sanded and 
painted. It is non-toxic, and con- 
tains no fiberglass. The tube of 
cream hardener is packaged in a 
(Continued on page 82) 
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Plastic Steel 


the original epoxy repair 

material with over 

1,000,000 uses for permanent 
home, farm, auto, boat repairs. 
Available in box or blister package. 
Recommended where great 
strength is required. 


DEVCON ff LIQUID 


aluminum 


real aluminum in paste form — 
immediate repairs right from the 
tube. Seals, fills, caulks — 

will not rust. 


Why stock a multitude of different types and 
makes of repair materials when the 5 Devcon 
Repair Materials will complete every home, 
auto, farm and boat repair job. Here is your 
single source of supply for proven quality 
products. Devcon backs your sales efforts 
with extensive national advertising and 
publicity — LIFE, READER’S DIGEST, etc. — 


as well as a wide variety of free sales aids. 


Want more facts? Circle 131, p. 79 


Contact your wholesaler or write 

the factory direct for full details 

on the Devcon profil package . . 
every item gives you a full 


40% profil! 


| 


S Ww 
DEVCON’ OLD 


tHe EPoxY “SUPER GLUE” 


the dual-purpose material — 
provides tremendous bonding 
power for any repair — also, ideal 
for all porcelain and appliance 
repairs — hardens to a 

glossy white finish. 


real rubber in semi-paste 
form for all kinds of 
flexible repairs. 


on | 


for quick, easy repairs to 
furniture, toys or any damaged 
metal, wood, concrete or glass 
materials. Can be finished to any 
metallic coloring. 


a 1 NOW AVAILABLE! 


tn 
Here’s the new compact, 


revolving Devcon Repair Center 
offered FREE to you in 
combination with 24 packages of 
famous Devcon repair materials. 
Get in touch with your wholesaler 
or the factory for all the facts on 
this self-service merchandiser 

that spurs impulse buying. 


DEVCON/CORPORATION 


saleliaelsmeelia-t-iF Da nvers, Mass. 
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clear plastic bubble on top of con- 
tainer. Available %4-pt., pints, 
quarts, and gallons. Magic Iron 
Cement Co., Dept. HA, 14215 Caine 
Ave., Cleveland 28, Ohio. 


Item 36 
Light bulb display stand 


This distinctive merchandiser 
offers dealers a spectacular way to 
sell New Shape Westinghouse tint- 
ed light bulbs. The three-dimen- 


sional display stands 714-ft high 
with 25-in. diameter base and 12-ft 
cord and socket. Bulbs are packed 
in picture window packs color 
coded for pink, aqua and candle- 
light tints. Westinghouse, Dept. 
HA, Bloomfield, N. J. 


Item 37 
Slip-joint hose clamp plier 

The adjustable Corbin hose 
clamp plier No. 252 handles the 
growing range of sizes of hose 
clamps in ihe au.omotive field. It 
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is used on hose connections for 
radiator water pumps, heaters, fuel 
lines, etc. Two gripping positions 
of the No. 252 plier combined with 
the slip-joint feature will accom- 
modate the full range of Corbin 


spring clamps in automobiles and 
trucks. Proto Tool Co., Dept. HA, 
2201 Santa Fe Ave., Los Angeles 
24, Calif. 


Item 38 
New drawer tool stand 

Here’s a drawer tool stand fea- 
turing four drawers with sliding 
trays and a heavy-duty work top. 
Stand is mounted on a swivel type 
caster with composition rubber 
wheels 5-in. in diameter. Top may 
be reversed to provide a working 
tray. Drawers have recessed han- 
dles and individual padlock attach- 


ments. Overall size of the unit is 
22%-in. wide, 201%-in. deep, and 
34-in. high. Finish in durable gray 
baked-on-enamel. Lyon Metal Prod- 
ucts, Inc., Dept. HA, 11 Plant Ave., 
Aurora, Ill. 


Item 39 
Hanging kits for workshop 


These hanging kits, one for the 
home, one for the workshop or gar- 
age, contain a piece of a 


He : 

board a a siachioih of Perclip 
fixtures. The board is nailed or 
screwed flush to any wall. The fix- 
tures will not wobble, work loose, 
or fall out. No spacers are needed. 
Kits retail for $1 each. Perclip 
Div., Allan Mfg. Co., Dept. HA, 
325 Duffy Ave., Hicksville, N. Y. 


Item 40 
Interior-exterior finish 

O’Brien’s Super V Clear finish 
is for use on interior and exterior 
wood and marine products. The fin- 
ish comes in cans lithographed in 
four colors, and packed in rainbow 
colored cartons. An attractive dis- 
play is also furnished to dealers 
ordering Super V. O’Brien Corp., 
Dept. HA, 2001 W. Washington 
Ave., South Bend 21, Ind. 


Item 41 
Double ground adapter display 


Ten double ground adapters, 
catalog No. 880, are shown on this 
colorful display. Display shows 
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Tips and Caster Cups in.a generation 
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PLASTIGLIDE ““SMOOTHIES”’ 


For all wood and metal furniture legs 





A COMPLETE LINE FOR EVERY REPLACEMENT NEED 


SWIVEL-LOK GLIDES NAIL-ON . SWIVEL Nothing like PLASTIGLIDE “SMOOTHIES” has ever been 
GLipes sold in retail stores before! Nothing can compare with this 
sensational new line—in modern styling; in beautiful, new 
pul materials that are more durable than any ever conceived be- 
fore; in new processes that end all rust and corrosion prob- 
lems; in new, self-levelling, swivel features; in ease of instal- 


CHAIR AND TABLE TIPS TWIN-LEG TIPS ling; in long life; AND IN LOW COST. 


GS A Vast Replacement Market is Waiting 


for kitchen and 


outdoor furniture for twin-leg tables and chairs PLASTIGLIDE “SMOOTHIES” open up a whole new 
world of sales and profits! Millions upon millions of furniture 
TACK OLIDES UWENSTACE SLIwEs legs need “‘SSmoothies’’: in homes, restaurants, auditoriums, 


schools, stores, hotels, offices. 
The line is complete; there’s a “‘Smoothie’”’ for every need, for 


for wood furniture for wood furniture, chests, etc. both wood and metal furniture. 


TINY TACK GLIDES TACK BUMPERS SEE THEM AT BOOTHS 714 and 716 


NATIONAL HOUSEWARES EXHIBIT 
oo pS Chicago Lakefront Exhibition Center—january 16-20, incl. 


for drawer rails, as , 
thumb tack, etc. for chest lids, hampers, etc. 











for metal furniture for wood furniture 














TINY TIPS | DOORSTOP BUMPER TIPS — = p ree 
gs VO His Colorful cards tell the story of each 
4 m@ =~ PLASTIGLIDE “SMOOTHIE” item. 


for small metal legs to replace worn out bumpers * Merchandise Racks, holding the entire 
| line, are available. 





SPIKE CASTER CUPS REGULAR CASTER CUPS 


A Z for hard surface carpets, 


for soft-pile rugs and carpets linoleum and tile floors ASK YOUR JOBBER OR WRITE US 


FRANKLIN METAL & RUBBER CO., HATBORO, PA. 
Want more facts? Circle 132, p. 79 
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BUYING CHECK LIST 


Want more details? Just circle item number on p. 97 


how the Eagle double ground adap- 
ter converts standard grounded 
outlets to take new type 3-wire 
plugs as well as standard plugs 
and converts grounded standard 
outlets to safe, modern U-Ground. 
The adapter is also available indi- 
vidually carded. Eagle Electric 
Mfg. Co., Inc., Dept. HA, 23-10 
Bridge Plaza South, Long Island 
City 1, N. Y. 


Item 42 
Seven-in-one hole saw 


The HC-7 Corsair, a seven-in-one 
hole saw, will saw holes from 1 to 
2% in. in diameter. The saw cuts 
through wood, metal, pressed card- 
board, or plastics. It also has an 
automatic slug ejector that pre- 


vent clogging. <A _ built-in blade 
selector assures accuracy and ease 
in choosing the right size blade. 
Blades are made of electric furnace 
steel, and the tool fits electric drills, 
lathe or drill press. The hole cut- 
ter retails for $1.98. Great Neck 
Saw Mfg., Inc., Dept. HA, Mineola, 
N. Y. 


Item 43 
Heavy-duty pruning shear 


The new Ames heavy-duty prun- 
ing shear listed in the Nov. 17 
issue, item 31, was described incor- 
rectly. The anvil is replaceable, and 
of solid brass. The blade is of Keen 
Alloy steel. The shear is finished 
in Ames blue and brilliant Lustre 
chrome. This is model PS-30 and 
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retails for about $3.25. Other 
models retail from $1.79. O. Ames 
Co., Dept. HA, Parkersburg, W. Va. 


Item 44 
Color-cord trouble lights 


The electric cord on Drop-Lite 
Trouble Lights comes in red or 
green. The lights, for use in home 
and industry, are in four lengths 
from 15 to 100 ft. The lights also 
feature permanent Sidelok Cage, a 
wire guide for changing bulbs, UL 


approved socket and streamlined 
shockproof handle. Prices range 
from $1.19 to $3.49. Drop-Lite 
Electric Mfg. Corp., Dept. HA, 305 
First St., Brooklyn 15, N. Y. 


Item 45 
Galvanized wire dog run 


Anchor dog run permits exercise 
of pets without supervision and 
complies with leash laws. Weather 
and rust resistant, it can be in- 
stalled in minutes and may be used 
anywhere. Packed in heavy poly- 


ethylene bag it includes 50 ft of 
12-gage galvanized wire, torsion 
spring with permanent torsion, 
turnbuckle, two hooks and swivel 
pulley. Lists at $1.98 a set. An- 
chor Wire Corp., Dept. HA, 183-16 
Jamaica Ave., Jamaica 23, N. Y. 


Item 46 
Plumbing/household items 
Lafayette Brass is introducing a 
new line of plumbing and household 
items. Carded plumbing and house- 
hold products include 24 items 
such as showerheads, water mixers, 
hose faucet adapters, sink strain- 
ers, stoppers, etc. All items in the 
line are blister packed on three- 
color cards. Every item carries a 
money back guaranty. Lafayette 
Brass Co., Inc., Dept. HA, 409 
Lafayette St., New York 38, N. Y. 


Item 47 
Heavy-duty belt sander 


This 4-in. heavy-duty belt sander 
has a high impact plastic handle 
with saw grip design and is shock- 
proof. A new feature in the belt 
mechanism keeps the belt from 
traveling to the left of the pulleys 
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SWING-A-WAY MANUFACTURING COMPANY, ST. LOUIS 16, MO. + IN CANADA: FOX AGENCIES, PORT CREDIT, ONTARIO 





BUYING CHECK LIST 


Want more details? Just circle item number on p. 97 


and eliminates frame damage. 
Sander weighs 13%%-lb. It is pow- 
ered by an American process motor 
developing 8-amps with a belt speed 
of 1100 surface feet per minute. A 
dustless sanding attachment kit is 
available as an accessory. Ameri- 
can Power Tool Co., Dept. HA, 518 
S. St. Clair St., Toledo 3, Ohio. 


Item 48 
Hang-up tool merchandiser 


Fuller’s No. 101 Basic Tool As- 
sortment is mounted on a slim 
hang-up rack that has an eye-catch- 
ing red-and-white sign. The mer- 
chandiser displays two each of 21 
different basic tools, and four 
wrenches. All tools are on _ indi- 
vidual, pre-priced cards. The No. 
101 gives dealers a 58 percent 
mark-up on all items. Open stock 
refills also carry same markup. 
Dealer’s cost is $36.11. Retail list 


is $57.02. Fuller Tool Co., Dept. 
HA, 3522 Webster Ave., New York 
67, N. Y. 


Item 49 
Plastic package for reel 


This Ocean City 1591 baitcast- 
ing reel is packaged in plastic for 
consumer appeal. The plastic cover 
insures dust proof cover for the 
reel while on display. Reel can be 
easily removed for handling or 
demonstration. The reel has alumi- 
num flanged spool with removable 
plastic arbor, metal gears, smooth 
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Ocean City, @ TRUE TEMPER. 


LEVEL-WIND 
CASTING REEL 


S pecial 
Yatue $ x 


running level wind, on-off click and 
4-to-1 gear ratio. The spool has a 
capacity of 100 yd of 15 lb test 
line. True Temper Corp., Fishing 
Tackle Div., Dept. HA, 1623 Euclid 
Ave., Cleveland 15, Ohio. 


Item 50 
Wood grained cake carrier 


This wood grained vinyl cake 
carrier is the newest addition to 
the Masterware line of Styline pan- 
tryware. It is available in three 


finishes, Briarwood, All-Spice, and 
Walnut vinyl permanently fused to 
steel. Carrier is highlighted with 
accents of chrome, including an 
all-chrome locking tray. Master 
Metal Products, Inc., Dept. HA, 
Box 95, Buffalo 5, N. Y. 


Item 51 
Exterior clear spar varnish 


Weldwood spar varnish is com- 
pounded to give maximum protec- 
tive finish for boats, home exteri- 


ors, and outdoor furniture. Its 
flexibility retards varnish checking, 
and its clarity brings out the natu- 
ral beauty of wood. Color fastness 
allows the finish to retain its origi- 
nal appearance without fading or 
darkening for an extended period 
of time. Free display merchandiser 
is shown. United States Plywood 
Corp., Dept. HA, 55 W. 44th St., 
New York 36, N. Y. 


Item 52 
Toilet tank ball unit 


Blue Ribbon’s toilet tank ball is 
designed so it can’t leak or stick if 
the rod is out of line or slightly 


et oe axe ; 
eee 


bent. Unit consists of a round rub- 
ber ball suspended by a swivel ar- 
rangement. Can be used to replace 
any conventional tank ball. A coun- 
ter display showing the _ swivel- 
centering action comes with initial 
order. Each ball is packed in a 
three-color box which includes a 
three year guarantee. Retails for 
98¢. Blue Ribbon Metal Products, 
Dept. HA, 309 E. 22nd St., New 
York, N. Y. 


Turn to p. 88 for a listing of 
new aids to help you sell better. 
Want more facts? Circle 134, p. 79 > 
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MORE PEOPLE | Melt 
“MOR BUY MORE. BRUS 
MORE REASONS THAN ANY OTHER BRANG 


NEW AIDS TO HELP YOU SELL 


New catalogs, specification sheets, catalog sheets and other free 
literature to keep you posted. Circle number, p. 79 for your copy 


ITEM 87—EPOXY GLUE BULLETIN— 
This bulletin describes Magic Iron’s 
Magic Epoxy Glue. It explains how 
the bubble-packed product repairs 
wood, china, most platics, glass 
and masonry, etc. Special emphasis 
is placed on the glue’s strength 
and durability. The three-color 
bulletin also lists prices, shipping 
data and packaging information. 
Magic Iron Cement Co., Inc., Dept. 
HA, 14215 Caine Ave., Cleveland 
28, Ohio. 
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ITEM 88—GARDEN TOOLS CATALOG— 
This catalog covers the entire line 
of Snap-Cut garden tools by Sey- 
mour Smith & Son. Contains com- 
plete specifications including cut- 
ting capacities, overall size and per- 
formance characteristics of all 
pruning shears, grass shears, hedge 
shears, lopping shears and pruners. 
The 12-page catalog is printed in 
color. Seymour Smith & Son, Dept. 
HA, Oakville, Conn. 


ITEM 89—TENT CATALOG—Fulton 
Cotton Mills’ 1961 canvas catalog 
colorfully illustrates its new tent, 
boat cover and canvas accessory 
line. Featured are 27 tent models 
including six new models, an econ- 
omy bungalow tent which sleeps 
four, a station wagon tent, a ca- 
bana pool side tent, and an um- 
brella tent. Fulton Cotton Mills, 
Canvas Div., Dept. HA, Box 1726, 
Atlanta, Ga. 


ITEM 90—SUBMERSIBLE PUMP CATA- 
LOG—This 20-page catalog is on 
Rapidayton submersible pumps, 4- 
and 6-in. sizes, and 2-wire and 3- 
wire models included. Installation 
drawings for all types of submersi- 
bles are shown. The catalog will be 
incorporated into Tait’s 1961 con- 
solidated catalog. Tait Mfg. Co., 
Dept. HA, Dayton 1, Ohio. 


ITEM 91—OUTDOOR FURNITURE CAT- 
ALOG—Hampden’s complete line of 
outdoor and casual furniture is de- 
scribed in this 12-page catalog. In- 
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cluded in the catalog are photo- 
graphs and information on these 
Hampden lines: redwood and alumi- 
num, box pad, knife pad, web inner- 
spring, and aluminum tables and 
folding chairs. Information covers 
construction features, materials 
used, styles and sizes, packaging 
information and shipping weight. 
Hampden Specialty Products Corp., 
Dept. HA, Easthampton, Mass. 


ITEM 92—PIPE THAWING BULLETIN 
—Data on fast, safe thawing of 
frozen water pipes with low volt- 
age electricity is contained in this 
bulletin, EW-243, by Hobart Broth- 
ers Co. Subjects include who needs 
pipe thawing equipment, electric 
method, types of equipment, etc. 
Tyvical pipe thawing connections 
for use on home, farm, and indus- 
trial piping are illustrated. Tables 
show amperes and time required 
for thawing steel pipe, recom- 
mended cable sizes and maximum 
amperage loads of Hobart arc weld- 
ers for pipe thawing. Hobart Broth- 
ers Co., Dept. HA, Troy, Ohio. 


ITEM 93—LAWN HOSE GOODS CATA- 
LOG—Sherman’s entire line of lawn 
and garden equipment is displayed 
in this 24-page catalog. Among 
new items introduced are the Rock 
’n Rain and Wave King wave-im- 
pulse sprinklers, and the Spray- 
Mates home sprinkling unit. H. B. 
Sherman Mfg. Co., Dept. HA, 22 
Barney St., Battle Creek, Mich. 


ITEM 94—LAWN MOWER CATALOG— 
Dille & McGuire’s 1961 catalog 
shows the complete line of Turf- 
master lawn mowers and acces- 
sories for the coming season. The 
24-page, full color catalog gives 
specific details and specifications on 
each Turfmaster Mower and Tiller. 
Dille & McGuire Mfg. Co., Dept. 
1A, Richmond, Ind. 


ITEM 95—SPRAYER & DUSTER CATA- 
LOG—Many full-color pictures of 
Hudson’s hand-operated and small 
power sprayers and dusters in ac- 


tual use are shown in the 1961 
catalog. More than 140 items are 
compactly cataloged with a simple 
layout and brief descriptions. H. D. 


Hudson Mfg. Co., Dept. HA, 58° E. 
Illinois St., Chicago 11, Ill. 


ITEM 96—LIGHTING FIXTURES: CAT- 
ALOG—The 1961 Star Light zata- 
log contains 16-pages of color illus- 
trations of the new fixtures for 
1961 ranging from pulldowns and 
chandeliers, to convenience light- 
ing fixtures, outdoor lights and lan- 
terns. Star Light’s new X-Press 
pre-wired recessed fixtures receive 
special treatment in the catalog. 
Two pages carry information and 
illustrations on steps to quick and 
easy installation, advantages, fea- 
tures and variety of styles on the 
recessed line. Thomas Industries 
Inc., Dept. HA, 207 E. Broadway, 
Louisville 2, Ky. 

ITEM 97—TOOL CASE BULLETIN—A 
new four-color bulletin by Xcelite, 
Inc., introduces an executive type 
tool carrying case developed for 
salesmen and servicemen. Bulletin 
describes and illustrates construc- 
tion, 40-tool capacity, and suggested 
tool display arrangements. Xcelite, 
Inc., Dept. HA, Orchard Park, N.Y. 
ITEM 98— PUMP LINE CATALOG— 
Kenco Pump’s 1961 full-line cata- 
log is designed as a quick, complete 
reference on the uses of submersi- 
ble pumps. Features 29 thumb-nail 
illustrations of typical Kenco pump 
applications. The four-page, two- 
color catalog lists the physical di- 
mensions, pumping capacities, elec- 
trical data, and specific features for 
each Kenco pump. Kenco Pump 
Div., American Crucible Products 
Co., Dept. HA, 1305 Oberlin Ave., 
Lorain, Ohio. 


ITEM 99— TENT & SLEEPING BAG 
CATALOG—Many new models and 
features in the 1961 line of Wenzel 
tents and sleeping bags are illus- 
trated in this full color catalog. 
Bound in a file-folder type cover, 
the camp tents consist of three- 
gate-fold type pages illustrating 
over 50 tents, accessories and boat 
covers. Page on sleeping bags 
covers the complete expanded line. 
H. Wenzel Tent & Duck Co., Dept. 
HA, 2200 S. Hanley Rd., St. Louis 
17, Mo. 
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MR. RAIN Accessories for Sprinkler Systems 





“ey ip” Hold everything till you se MR. RAIN—The greatest, new line 
KLAMPON MENDERS AND COUPLINGS, “FLIP of lawn sprinklers to hit the market in ages! They’re fitted with 
NOZZLES, ZIP-ON CONNECTIONS —THESE AND the finest Professional Impulse Heads ever made. Every one of 
OTHER GREAT NAMES CONTINUE IN THE — will — and nt gag any oscillating sprinkler ever 
made ... will cover twice the area—at a MUCH LOWER 

1961 GARDEN LINE COST! (List—$3.50 to $6.75.) 


AND—don’t buy 3-arm or 2-arm sprinklers till you see STAR- 
JET and STAR-MIST. They are fabulous promotion values! 


BIG PROFITS in Sprinkler System Accessories 


MR. RAIN Line of Accessories for Sprinkler Systems opens up 
——? VISUAL-PACKED FOR a whole new market for you. Sprinkling systems, both lawn and 
MR. RAIN IMPULSE SALES agricultural, are being installed everywhere. You can get the 
Se a accessory business—both new and replacement—in your area 
wo vores ws Nearly every item with MR. RAIN Impulse Heads, Pop-Up Heads, Regular Heads, 

in the 1961 Gar- Nozzle Inserts and Pipe Risers. All items are visual-packed. 


den Line is visual- Display Racks are available. 
packed. Self- 


service is encour- SEE THEM AT BOOTHS 714 and 716 


aged. Sales time NATIONAL HOUSEWARES EXHIBIT 

and morey are é hme 

saved. Chicago Lakefront Exhibition Center—January 16-20, incl. 
ASK YOUR JOBBER OR WRITE US 

FRANKLIN METAL & RUBBER CO., HATBORO, PA. 

Want more facts? Circle 135, p. 79 
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CRESCENT “= #£OPEN END 
AND BOX WRENCHES  , 





(== 


45° DOUBLE OFFSET 
12 POINT BOX WRENCH 


OPEN END-BOX 
COMBINATION 


OPEN END 
DOUBLE HEAD 
WRENCH 


SOLD SINGLY 
OR IN SETS 


Seven kit assortments 


be available in convenient 
Crescent Open End and Box Wrenches are drop- : rolls—four in handy 


forged from special analysis alloy steel, precision F : verse ged oe ag —— 
machined to insure accurate opening sizes, and , lection of proper wrench 
handsomely finished in chromium plate. These “ a" 

fine wrenches provide world famous Crescent 

quality at popular prices. Open End Wrenches are 

available in 13 sizes from 1/4”—5/16” to 1-1/8"— 

1-1/4"; Combination Wrenches in 14 sizes from 

3/8” to 1-1/4"; and Double Offset Box Wrenches 

in 9 sizes from 3/8"—7/16" to 7/8" —1-1/16". 


Order from your jobber. 








Crescent is our trade-mark, registered in the United Stotes and abroad, for wrenches and other tools. Sold by leading distributors and retailers everywhere and made only by 
CRESCENT TOOL COMPANY, JAMESTOWN, NEW YOR K 
Want more facts? Circle 136, p. 79 
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SEE US AT NATIONAL HOUSEWARES EXHIBIT— BOOTH 2115 
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Magic STEEL 


Magic EPOXY GLUE 


join America’s fastest-se/ling, most complete line of home repair products 


More sales... more profits . . . more satisfied customers. Everybody makes more 
money with Magic—the products that sell like Magic because they work like Magic. 


Order today from your wholesaler! 


OTHER MAGIC PRODUCTS... 


Magic Plastic Aluminum * Mag.. Liquid Solder * Magic Fix-All Porcelain * Magic Porcelain Glaze 
Magic Rubber * Magic Woodblend Putty Pencils * Magic Tub 'N Tile Sealer * Magic Plastic Patch 
Magic Rust Buster * Magic Plastic Lead * Magic Wood * Magic Pipe Joint Compound 
Magic Crystal Clear Cement * Magic lron Cement * Magic Easy Spray Enamels 
Magic Tite-Grip White Glue 


Td HOME REPAIR q Magic Home Repair Center triples sales. It 
holds 133 bubble carded items. 31” high, 22” 
wide, 1144” deep. It’s FREE! 


Watch for Magic consumer advertising in BETTER HOMES 
& GARDENS, HOUSE BEAUTIFUL, HOUSE & GARDEN, 
MECHANIX ILLUSTRATED, POPULAR MECHANICS, SATUR- 
DAY EVENING POST and SUNSET MAGAZINE. 


A-3645A 


(e Magic iron Cement Co., Inc. 


14215 Caine Ave. @ Cleveland 28, Ohio 


IN CANADA: 
Bernard Marks & Co. Ltd., Toronto 
A. J. H. MacDonald Limited, Vancouver 








Want more facts? Circle 137, p. 79 
HARDWARE AGE, December 29, 1960 © 91 





SEND FOR CATALOG 
AND JOBBER’S NAME & 


NAME 





TITLE 





COMPANY 





STREET | 


CITY/STATE 
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PROFIT 


Every gleaming red vise in the big 
Simplex line has extra sales fea- 
tures your customers can see. 
Heavy steel slide prctects screw. 
Replaceable nut and hardened 
steel pipe jaws are bonuses. 
Liberal discounts and merchan- 





| experience 
| Co’s. Seattle, Wash., Ballard dis- 


Big profits in Christmas trims 


A dealer nets $750 from a single gondola featuring 


Christmas lights, ornaments in four weeks. 


Christmas trims can be big busi- 


_ ness. The secret lies in wide va- 
riety and depth of stock in a good 


traffic location. This has been the 
of Ernst Hardware 


trict branch. 

At this store, decorations get the 
limelight from Thanksgiving to 
Christmas in a main aisle 3 x 12 
ft gondola location. The gondola 
is kept full, and it is kept varied. 


Store manager H. Bjoraanesset 
finds all store traffic is drawn to 
his trim counter. Last year, the 
counter grossed $1500 with a profit 
margin of 50 percent. 

The leading line was outdoor 
lights, contributing $500 to the 
gross volume. 

“By keeping trims in a top traffic 
location,” Mr. Bjoraanesset says, 
“we had no carryover problem. We 
were virtually sold out on Christ- 
mas Eve.” 


Here's 36 sq ft of display that grossed $40 per foot in four weeks. 


dising aids build profits. 
| Desmond |! 
| Simplex | 


The Desmond-Stephan Mfg. Co. 
Urbana, Ohio 
SOATEST SUNN HORE SHEER Aid 

Want more facts? Circle 138, p. 79 
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Merchandising ideas...on salt [iigy 


Gesell Uothnited Sot Wate 


_l0-Year Warranty 


“ 
&.* 


HOW TO PROFIT FROM 
HOME WATER SOFTENERS — 


WITHOUT STOCKING THEM! 





It’s easy. Just let a water-softener dealer in 
your area display one of his units in your store. 
You provide him with sales leads. In return, 
he will recommend you as the source of supply 
for Sterling Water-Softener Salt to regenerate 
the new units he sells and installs. 


This arrangement will draw more customers 
into your store (the market for home water 
softeners is growing by leaps and bounds)! It 
will enable you to sell more of the profitable Sterling 
Water-Softener Salt products. And the added store 
traffic will prompt many impulse purchases of 


—from the complete line of premium-quality 
Sterling Water-Softener Salt products. 


other items! (Of course, if you handle softeners 
yourself, you’re equally wise to set up a dispiay of 
water softeners and Sterling Water-Softener Salt.) 


At the same time, your Sterling representative 
can furnish you with free tags, an “Authorized 
Dealer” sign, mailing pieces, ad mats, in-store 


posters, and other colorful material to help you sell 
more Sterling Water-Softener Salt. Just clip the 
coupon for further information. 


What Sterling Salt product 
should you carry? 


Different water-softener manufacturers often rec- 
ommend special types of salt to regenerate their 
units. You don’t have to carry all these different 
types! Your Sterling representative can advise you 
which Sterling Salt product will do the best job of 
regenerating any particular softener in your area. 
He can also supply you with the product you need 





-------------} 


International Salt Company | 
Department HA-1260 | 
Clarks Summit, Pennsylvania 


FILL OUT 
AND MAIL | 
COUPON 

TODAY... 


[_] Have a Sterling representative contact 
me with further profit data. 


Name 





Company 





Address 








Ci ty State 





INTERNATIONAL <S:2"2> SALT COMPANY 


“A STEP AHEAD IN 


SALT TECHNOLOGY” 
Want more facts? Circle 127, p. 79 
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TURF Mirror Finish 
GARDEN HOSE 

All new! Promotionally 
priced with the Seal 
of Quality! 






Every Gering Brand Garden Hose has won awards for labeling that moves goods! 


Customers on the verge of buying decide “yes!” 
when they see any hose right down the broad 
Gering line! Sales-spirited packaging commands 
attention ... clearly and quickly gives all the in- 
formation needed. Combine this with Gering’s 


famous unconditional guarantee and sell-on-sight 
quality and you can readily see why looks do 
count. Profit from the brands quality-packaged 
and quality-made to give you the selling edge. 
Write Gering today for the details. 


EVERY HOSE TYPE... EVERY PRICE LEVEL! 
Garden hose from popular-priced TURF Brand 
to the deluxe close-weave Nylon tire-cord Rein- 
forced; famous 3-tube Sprinkler Hose; promo- 
tional Soaker-Sprinklers. 


EXCLUSIVEL.P.A.BOOSTER INGREDIENT!Proven 


to give added Life, greater Performance, superior 


Appearance to every hose! 


WRITTEN UNCONDITIONAL GUARANTEE! All 
spelled out — nothing hidden! 


See the complete line at booths 1321-1323, NATIONAL HOUSEWARES SHOW 
Want more facts? Circle 140, p. 79 





oS 
Make 
Sales! 


— and Gering’s complete line 
of hose for every need make 
customers stop... want... buy! 













GERING 3-tube 
SPRINKLERS 
Famous ‘White © 
Spray Guide” 
shows top side! 








SERIES 1000 


DELUXE 3 PLY SPRINKLER 
Soaks and sprinkles 
ADVERTISED IN at the same time! 


[ | i qut OF REFUND (*s 
: cue ca of a \ 


a 
— Fe * Guaranteed by 
Se a .._. Good Housekeeping 
_ 4 wiedi 30 Pe * Wo . 


/D wom mon sere ©. LAWN SOAKER- 
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GERING Mirror Finish GARDEN HOSE! Most GERING Reinforced GARDEN HOSE! Strongest! Division of STUDEBAKER-PACKARD CORP., 
popular! Made of flexible vinyl plastic! Close weave, nylon tire-cord construction! Kenilworth, WN. J. 
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TRUMP 
Garden lool 


get the hard-to-sell 
customers, too... 


you know—the customers 
who can’t make up their minds 
as to how much they want to 
ay, what tools they need, etc. 
RUMP offers trowels, trans- 
planters, forks, cultivators and 
weeders in a wide range of popu- 
lar prices to satisfy every 
customer demand. 


Kae Check the Selection 
cA Check the Quality 
cA Check the Prices 
[> Check the Profit 


then order the com- 


plete TRUMP line. 
& - No. 212 
Trowel 








TRUMP 
ESTATE 
The “Cadillac” 
of Garden Tools 
Here ore triple chrome plated tools 
with real sales appeal and price 
appeal. The luster of polished chrome combines with 
beautifully finished dark, hardwood handles to put 


this tool in a class by itself. Made of heavy, 16- 
gauge steel... chrome plated. 


No. 412 Trowel 


TRUMP 
DELUXE 


Sturdy, Perfectly Balanced 
and Beautifully Finished 


No. 800 Trowel 


‘ 
@eseeeseee0 8 @ 


TRUMP 
SERIES 800 


Hard-Working Tools in 
the Low Price Range 


No. 700 Trowel 


TRUMP 
SERIES 700 
Designed to Meet and 
Beat Competition 
To sell more, make more profit, order the 
complete line of TRUMP Garden Tools from 
your wholesaler. 
ANIMAL TRAP COMPANY OF A?KERICA 
Lititz, Pa. * Pascagoula, Miss. « Berkeley, Calif. 
Niagara Falls, Ontario 
Want more facts? Circle 141, p. 794. 
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You increase sales with novelty displays 


A fresh slant to ordinary dis- 
plays often is all that’s needed to 
create new customer interest and 
sales. 

As illustrated, when you take 
the “rummage sale” approach to 
an ordinary clearance counter, 
you heighten interest among wo- 
men customers. A rummage sale 
has special meaning, can Cause an 
immediate new flow of traffic for 
marked down goods. 


Or, take the humble peach bas- 
ket. These baskets are cheap and 
hardy. They can be used for years 
around the store. 

A peach basket, hung by hooks 
on perforated paneling, has end- 
less uses as a display bin. Flower 
bulbs fit the baskets in spring 
and fall. Iuoms such as tape, fuses, 
household brushes, and various 
small packaged items can be dis- 
played in quantity at any time of 
the year. 


Baskets are cheap, durable, — 


One word, “rummage,” 
Miller's Home Suppliers, Sarasota, Fia. 


lends extra appeal to an ordinary display. 





RUMMAGE 


OOOS anh wns 


SAVE SO 75:/ 


Sg 


SAVE 
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SPECIALS 
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POLL EO IIDO PDN OR OPOD DNL 


Want more facts? Circle 142, p. 79 > 





\ 


DESIGN PATENT PENDIN 





Re Se 


“ 4a? 


7 »¥ “* Uy 
ae ae Ni “tis ssa 
_ ont, 2 » BAS wv 


q 
+h, 
"oy ° 


in Stove Mats! 
ive everywhere 
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Rubbermaid. 
Stove ’n Counter Mats 


~- Rubber on bottom 


*- Heat-proof all over 
y 


-* tS ty 
. 2s 5. on 


Bright New Idea 


> 
a 
~~ 


~ Aluminum on top 


LITHO U_ S.A. (9-60) 














Rubbermaid Stove ’n Counter Mats 


... Aluminum and Rubber... won’t skid, scorch, scratch! 
ALUMINUM TOP withstands heat RUBBER BOTTOM grips enamel DECORATIVE EVERYWHERE 


from hottest pots and pans. or composition surfaces; mats stay . . . colors blend handsomely with 
flat, can’t scratch, won’t slide. any kitchen decor. 


There’s a size to fit any work area ...colors to blend anywhere! 


#1321 Stove ’n Counter Mat #1322 Stove ’n Counter Mat 
Size: 742°’ x 19”. For narrow stove & counter tops Size: 13%" x 19%”. For medium stove & counter tops 


#1323 Stove ’n Counter Mat #1326 Table ’n Counter Mats 
Size: 16’’ x 20’’. For large stove & counter tops Size: 744’’x10%”’. For use under toasters, grills, coffee makers 


] 
Description | Retai| Std. Sh | felere 
and Size Each Ctn wt 


: | —~ 
Self-selling labels . . . full-color, pre-priced Stoye ‘n Counter Ma | 
1%" x La 

Skin-packed to assure counter freshness sieeems Mec ieeiatiins Othe mies te 
; 13%" x 19%" | Red, yellow 

Selection of most popular homemaker colors Stove n Counter Mat | <5 99 | pink, turquoise 

7 | 16" x 20° | alwood 

Sizes to fit any work area - 
| Table’n Counter Mats | $2.79 


(set—2 mats) 
Each mat:7%"x 10%" | Pe set 








$2.49 4 5 Ibs 


























4 \*™ 


i 
i. 


plus ...a complete sales-building program 


SPECIAL INTRODUCTORY ASSORTMENT! ASSORTMENT INCLUDES THIS 
AVAILABLE UNTIL APRIL 1, 1961 FREE MERCHANDISING DISPLAY! 

Gets you “in business” on all sizes, colors at minimum Counter display holds complete 

cost. Order Assortment #8824. Drop shipped, prepaid. assortment. Ships flat, easy 

Description Retail | Std. | Shp. to assemble. Size: 38" high x 

and Size Each | Ctn wt Colors 272" wide x 1944" deep. 


5—¥#1321 Stove 'n Counter Mats Included with display: 


Assorted colors 


7 #1322 Stove ‘n Counter Mats $92 03 of red yellow, . FREE Full j 
10—#1323 Stove ‘n Counter Mats pin urquoise 
” . sandalwood window banner 
5—#1326 Table ’n Counter Mat Sets | 
| © FREE Counter card 
e FREE Ad Mat 
Rubbermaid © FREE Advertising 
| iw r— F a 
VEANS SBeTrrenr MADE certificate worth $5.00 
when you run ad in 


RUGBERMAID INC... WOOSTER. OHIO LITHO IN U.S.A. (9-60) HC-167 your newspaper 






































Why do customers buy in your 


store? A priceless ingredient 


The hardware dealer has yet to 
be born who has not run into the 
irritating question, implied or ex- 
plicit, “Why should I buy from 
you?” 

If a dealer has a small firm, he 
has to face the stiff, often over- 
powering competition of larger 
dealers with all their facilities. If 
his is a large company, sooner or 
later he meets the independent 
prospect who flatly states, “I prefer 
to deal with smaller outfits.” 


Either way, the hardware dealer 
has his problems. And they boil 
down to this: 

“If all you can offer are the 
standard advantages of buying 
from anybody, why should I buy 
from you?” 

There is an answer to that skull- 
cracker, so simple that it escapes a 
surprising number of otherwise 
competent dealers. 

Take banks. In a given city, 
there may seem to be little differ- 
ence between the first and the sec- 
ond. Each offers a “complete bank- 
ing service.” Interest rates are 
pretty much the same. Service 
charges are identical. Each de- 
clares itself “the friendly bank’’ 
and each is about as geographically 
convenient as the other. 

It is when you meet, talk with 
and size up the people in each of 
the two banks that you begin to 
find it easier to make your choice. 
“Suddenly a bank’s personality, 
like the personality of any company 
or product, is personified by the 
human being who represents it. 
You evaluate the bank, perhaps un- 
consciously, by judging its repre- 
sentative across the desk. 

However hard you may find it to 
put your finger on the differences 
between your store and your rival’s, 
you can always find them, in you. 
Out of 180,000,000 Americans, 
yours is the only personality of its 
kind. It is unique. Completely 
yours. A monopoly! 

In short, the correct answer to 
the question, “Why should I buy 
from you?” is, or ought to be, this: 


“‘Because I’m me.” But before those 
three words can become meaning- 
ful, the hardware dealer must build 
into his “monopoly” the most cor- 
clusive, sale-making differences be- 
tween his proposition and the next 
man’s that he possibly can. He 


must literally “outdeserve the com- 
petition.” 
Here are ways to do just that. 


Go beyond the call of duty 


(1) Help him find something. A 
Palisade, N. J. dealer often gets a 
customer who wants a used set of 
wrenches in good condition. He does 
not wait until such a set happens to 
be traded in on a deal because op- 
portunity is perishable and the cus- 
tomer might look elsewhere. In- 
stead, he thumbs through his old 
orders, keeps an eagle eye out for 











Stretch Your Clothes Line Profits! 





NEW! 


FIBERGLAS © 


SASH CORD 


You'll make more money with Puritan “Stretch-Less” Fiberglas 
Center Sash Cord because you'll sell more of it! You'll have 
greater turnover — more total profit! Puritan “Stretch-Less” 

Sash Cord has 50% less stretch and 20% more strength — by 
actual! scientific test — than similar quality cords because of its 
mirecie FIBERGLAS CENTER! This is a quality solid braided 
cord that 1s non-kinking, and does not have the stiffness found in 
other cords containing non-stretch materials! Make your 
housewife-customers happy — make yourself happy with extra 
profits — and make us happy by placing your order today for new 
Puritan “Stretch-Less” Sash Cord with FIBERGLAS CENTER! 


PURITAN CORDAGE MILLS, INC. 


Louisville, Kentucky 


Want more facts? Circle 143, p. 79 
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Why do customers buy in your store? 


tools that meet his customer’s spec- 
ifications. 

Then he mails cards to each 
owner of a suitable set. These in- 
form the tool owners that he has a 
ready customer for a set like theirs 
and could make them a good deal 
on a new one. 

“Not only does this kind of ef- 
fort often result in filling a custom- 


(Continued ) 


er’s requirements for a good used 
set of tools,” reports the dealer, 
“but it pays an extra dividend in 
the form of additional new tool 
sales.” 

(2) Go to bat for him. Try as it 
will, no company can be 100 per- 
cent fair to all of its customers all 
of the time. There are snafus, cor- 
porate policies that occasionally 





Sell More Tacks 


AND RELATED ITEMS 
with FREE CROSS DISPLAY RACKS 


"DON'T FORGET | 


TACKS 


Get the sizes you need 
for screens, carpets, 
re-upholstering and 
other jobs « at home! 


DISPLAY ¥ 
RACKS 


that hang on pegboarc 








4 














| 
CROSS HAS THE 


COMPLETE 
LINE 


You know that people who 
need tacks always buy re- 
lated items, hammers, cut- 
ters, wire, and screen. Make 
it easy for them, Keep your 
tack stock orderly and out 
front! The new Cross AC- 
TIVE SILENT SALESMAN 
DISPLAY is designed to 
stand as an easel or hang as 
a peg board. Wonderful 
for self-service. No deals 
required — get as many as 
you need. Order only the 
sizes of Cross Tacks, Staples, 
Double Points, Wire Nails, 
and Brads that you require. 
Cross has the complete line. 
Ask your jobber. 


W. W. CROSS & 
COMPANY 
Jaffrey, New Hampshire 








Want more facts? Circle 144, p. 79 
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backfire, and plain errors. 

What better way to let your cus- 
tomer know that you are in his 
corner than to plead his case when 
he needs your help most? 

A large metropolitan dealer en- 
courages his men to let their hair 
down at no-holds-barred sales meet- 
ings. If complaints are not being 
handled quickly enough, if de- 
liveries are held up without ex- 
planation, if a customer is being 
incorrectly billed, it is brought up, 
discussed and not dismissed until it 
is solved. 

The dealer adds, “‘There’s nothing 
disloyal about a salesman who 
sticks up for his customer. Rather, 
it’s tne highest form of loyalty, for 
no business can long exist without 
satisfied customers. We’re grateful 
to the salesmen who tell us when we 
err, and so are their customers.”’ 


(3) Be available. Sometimes, 
simple availability can help you 
“outdeserve the competition.” 

Thus, a dealer who has built up 
a large personal following never 
goes out of town without supplying 
his customers with his transient 
address and phone number. 

“They don’t use it often,” he 
says, “but the mere knowledge that 
they can reach me in minutes if 
necessary gives them a confidence 
in me that no competitor can shake. 
The chore of announcing my where- 
abouts to my many customers is 
more than made up by the sigh of 
relief heaved by that one man who 
has to get in touch with me in a 
hurry.” 


Some dealers give self-addressed 
post cards to their customers as 
handy instruments of communica- 
tion. Others make it their business 
to telephone their customers at reg- 
ular intervals. 


(4) Advise him when not to buy. 
According to a New York dealer, 
too many salesmen incorrectly as- 
sume that their sole job is to sell. 

“Nothing could be further from 
the truth,” the dealer says. “The 
real pro knows that it is equally his 
responsibility not to sell under cer- 
tain circumstances. 

“For example, when a customer 
is thinking a little too ‘big’ for his 
own good and threatens his future 
pleasure or peace of mind by over- 
extending himself. 

“When I run into a man like that, 
I make specific suggestions about 





Whatever They Ask For... 


OU'VE G 


. in the COMPLETE 
Columbian Line 


Customers can’t ask for what you haven’t got—when you 
carry the complete line of Columbian rope. Columbian 
makes everything from a ball of household twine to ropes 
that haul in whales! Along with display merchandisers, 
attractive packages and extensive advertising! 


Columbian Colpack Manila or Sisal Rope in 25 Ib., 50 Ib., 
75 Ib. and 100 Ib. Cartons. The package that brought rope 
out of the back room and onto the selling floor. You can carry 
nine sizes ((4" to %4” diameters) with a minimum inventory. 
A hole in the top of the carton permits you to sell Columbian 
Pure Manila Rope in as many feet os the customer asks for — 
you can also sell by the carton. The Colpock keeps rope clean 
— is easy to store — and gives rope maximum visibility and 
sales-appeol. 


Columbian Standard Coils of Manila or 
Sisal Rope. All sizes of rope in standard 
Pick-Me-Up Merchandiser. The Pick-Me-Up adds coils of 1200 ft. Half coils of 600 ft. The 
self-service to rope r.erchandising. Displays 50 most economical package for the dealer 
ft. and 100 ft. Columbian Manila coils pack- who sells cut lengths in larger quantities. 
aged and ready to go. Rope in Vs", %", V2" 
diameters. Pick-Me-Up takes less than 4 sq. ft, 
of floor space. 


Merchandiser #57 shows Columbian Colpack Rope 
in a variety of sizes. Rope feeds through guides 
to simple, accurate measuring device. The #57 is 
542” long, 44/2” high, 234" deep, has 1242” 
sign on top. 


Columbian Nylon Rope on wooden reels. These 
reels allow you to stock, show and sell Nylon 
rope in the same convenient packaging you 
have with Manila rope. Pure white, waterproof, 
rot-proof, and with extraordinary tensile 
strength, Nylon will appeal to the customer 
who is looking for a strictly premium rope. 


hey 
may fa 


' 


COLUMBIAN Rope Company 


Auburn, “The Cordage City”, New York 
Want more facts? Circle 145, p. 79 
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Faultless Carded Casters 


@ Help customers make quick easy selection 

@ Packaged in 4-piece sets for self service 

@ Suggest a wide variety of Caster uses 

@ Are colorful, attract point of purchase customers 

@ Stand up on counters, in bins, or hang on peg boards 
@ Fill 80% of customers’ caster and glide needs 

@ Give application instructions for do-it-yourselfers 

@ Help sell companion tools and materials 


Faultless Carded Casters are designed for quick, profitable Caster sales 
in hardware stores and hardware sections of building supply dealers. 
For complete information on “best seller’? Faultless Carded Caster 
Program, ask your Hardware Jobber. 


Faultless Caster Corporation 
EVANSVILLE 7, INDIANA 


Branch Offices in principal cities; see the Yellow Pages of the 
telephone book under "Casters." Canada: Stratford, Ontario. 
Want more facts? Circle 146, p. 79 
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Why do customers 
buy in your store? 
(Continued) 


what items he can get along with- 
out. Failing that, I point out the 
advantages of buying less expen- 
sive brands. The fact that I am 
actually willing to reduce my own 
order emphasizes my concern. 
“Since so few dealers take the 
trouble to apply the reins on their 
‘easy buyers’, such a situation rep- 
resents a golden opportunity to be 
of real service to a customer, and 
pull ahead of the competition.” 


(5) Put your contacts to work 
fer him. Know just the banker who 
can help a customer work out a spe- 
cial financing problem? Who, 
among your many friends and ac- 
quaintances, might be able to help 
Jones find a manager for his new 
plant? What was the name of that 
window dresser who did such a 
bang-up job for Judson in Middle- 
town? Whom do you know who can 
recommend a good accountant for 
Wilson? 

As a hardware dealer, constantly 
meeting and dealing with the pub- 
lic, you probably know more people 
than most of your customers. You 
can do a lot of double-barrelled 
favors by bringing together those 
who can help each other. 

Your reward: A reputation for 
being a lot more than “just another 
hardware man.” 


(6) Give him a personal assist. 
Customers are not just buyers. 
They are sons, fathers, husbands, 
brothers, churchgoers, citizens, tax- 
payers, campers, golfers, stamp col- 
lectors and many other things. 

Almost surely, there is a way to 
be of persona] service to every one 
of your customers. Possibilities 
range from helping a man locate 
that special gift for his wife’s 
birthday to tracking down a rare 
air mail stamp from Luxembourg. 


(7) Look for trouble. Everybody 
has some problem, and do-it-your- 
selfers have their own peculiar 
brand. Consider the areas in which 
problems can occur: financing, stor- 
age, maintenance, safety, lots more. 
But how many dealers of your ac- 
quaintance ever take the trouble to 
find out what is bothering a pros- 
pect or a customer? 

You can be different by “looking 
for trouble.” When you find it, fig- 





NO OTHER 
REEL MOWER 
IS PUT TOGETHER 
WITH 
SUCH CARE 


QUALITY TELLS 
QUALITY SELLS 


Your customers can feel the quality built into every 
Homko mower... in the magnificent design, the superb 
craftsmanship, the advanced features! That's why 
Homko quality mowers sell on sight. . . and why 

you'll have more satisfied customers when you carry 
the complete 1961 line of Homko power mowers! 


WESTERN TOOL & STAMPING COMPANY 
2725 Second Avenue * Des Moines 13, lowa * Dept. HA-5 


Mail this coupon for information on the complete Homke quality line and news 
about the unusual “‘HOMKO HOEDOWN” promotion. 





Address 





City Zone State 








Want more facts? Circle 147, p. 79 
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Why do customers buy in your store? 


ure out a way tc help. If you can- 
not, perhaps one of your suppliers 
can. 

(8) Get him off the hook. It’s Fri- 
day. You’re informed that a ship- 
ment to a top account will be de- 
layed on account of a snow storm. 
You call the customer, explain the 
situation, guarantee delivery by the 
following weekend. Result: a buyer 


(Continued ) 


who might otherwise worry enjoys 
peace of mind. 

One thoughtful gesture is worth 
a thousand promises. 


Sell ideas as much as products 


In the buying offices of the 
Kroger Co., supermarket chain, is 
this sign: 

“If you want to sell your product 











your wife can sell WAS 
packaged like these 


Maybe your wife helps out sometimes, and maybe she doesn’t 
— but ask any woman who has seen our Mil-Pac Twins pack- 
age, and we'll bet she’ll agree this is the best way yet developed 


to sell washers! 


roe WASHER at 
| ASSORTMEN! 


maker . 


Naiurally Wrought Washer, the world’s 
largest producer, developed this dual-sales 
.. all dolled up in a neat yellow- 


and black carton holding two red-topped 
plastic tubes of lock washers and flat wash- 


«BOGE 
WASHERS 


omen } 
Peal -] 
eopet at ’ 


ers. We repeat: you sell two items instead 
of one, every time. 


Packaging alone isn’t enough, so you should remember this 
is top-quality merchandise, offered only by the best-known 
brand name in washers, completely dependable... very profit- 


able, too. Stock up now. 


Order from your jobber. Ask 
cour jobber to show you 

rought Washer’s other 
sales-minded packages: ex: 
clusive Klip-Pac, Assort- 
ments and Single Tubes, 
Standard Shelf Packs, Bulk 
Washer Containers. 


WW/3/6061/He 


MILWAUKEE 


WRO! WA HERS 


2108 SOUTH BAY STREET, MILWAUKEE 7, WIS. 
SHeridan 4-0771 ¢ twx MI 277 


WORLD’S LARGEST PRODUCER OF WASHERS 


Want more facts? Circle 148, p. 79 
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to our company, be sure your prod- 
uct is accompanied by a plan which 
will so help us that we will be more 
anxious to buy than you are to 
sell.” 

That’s sound advice for anyone 
who sells. And here are two im- 
portant ways to implement it. 

Point out opportunities. Surely, 
from your own experience and 
those of your fellow dealers, you 
have acquired a fund of practical 
knowledge from which you can 
draw to tne benefit of your pros- 
pects and customers: ways to save 
money, boost efficiency, increase 
pleasure, get “extra mileage” out of 
equipment already owned. Pass 
them along. 

Offer solutions. A New England 
dealer maintains a reference 
library of do-it-yourself pamphlets 
and projects for customers’ con- 
venience. If a customer is planning 
a major undertaking, he is welcome 
to browse all day. 

Another dealer arranges with his 
local library to get the titles of all 
new books of special interest to 
home improvement enthusiasts. 


Put yourself on a pedestal 

Your character and reputation 
can frequently be your “ace in the 
hole,” a trump card you can play 
over and over again to your ad- 
vantage: 

Be truthful. Truth is still rare 
enough a quality to set you apart 
from the man who “promises big 
and delivers small.” If you cannot 
honestly grant your customer a 
credit extension, swift delivery or 
special help, tell him so. He can 
plan accordingly. 

If you disapprove of some course 
of action he is taking, tell him why 
and suggest changes tactfully. The 
pay-off: you will be believed when 
you tell him why he ought to buy 
from you. 

Be dependable. Once you make a 
promise, keep it. Almost anyone 
can take a letdown. A lot of people 
can even take two. But few will 
put confidence in the habitual hypo- 
crite. 

Be friendly. Friendliness can 
take any of a thousand forms: a 
non-business phone call, an item of 
interest from an out-of-town news- 
paper, a birthday greeting or re- 
gards from an old acquaintance. 
Look for ways to be a friend and 
you will find them. 





N F ‘61 
NEW OR AUTOMATIC LAWN SPRINKLING AT MODERATE COST! 


The RAINGER—brand new from Sherman! It walks as it waters, 
faithfully follows hose in any desired pattern, then shuts itself off 
when the job is done! The new RAINGER is quality-built for years 
of trouble-free service. Its modern, functional design and rust-proof 
finish make it a welcome addition to any well kept lawn! 


= 
———— . Sr @e WALKS AS IT WATERS— e INTERCHANGEABLE 
SHUTS OFF WHEELS PROVIDE 


| AUTOMATICALLY! TWO-SPEED 
ipeBy OPERATION 
att, a. e POWER TO SPARE— 
= » pe 4 TRACTOR-TYPE @ POSITIVE PAWL DRIVE 
7 : | . 4 WHEELS GENTLY FOR SMOOTH TRAVEL! 
iJ GRIP LAWN 
@SPRINKLES AREA 50’ 
BY 200’ (or more)! 





AMERICA’S FINEST TRAVELING PAIR! i. 


The TRAVELER 


IT WALKS, WATERS, WINDS UP HOSE, SHUTS 
ITSELF OFF! THE ONLY ONE OF ITS KIND! The 
Traveler meets the needs of modern suburban living 
through superb automatic performance! 

It travels up to 200’, laying down the equivalent of 1” 
soaking, gentle rain. When the sprinkling chore is done, 
the hose is neatly coiled and ready for convenient storage 
until needed again. 


e@IDEAL FOR HOMES, INSTITUTIONS, FAC- 
TORIES—WHEREVER A LARGE LAWN DE- 
MANDS THE FINEST CARE! 

@®POWER TO SPARE—2600 to | WHEEL/ 
SPRINKLER HEAD RATIO 


e@BEAUTIFUL FINISH—AUTOMOTIVE-TYPE 
BAKED ON ENAMEL 


@ PRECISION ENGINEERED—BUILT FOR YEARS 


OF DEPENDABLE SERVICE! | | NOW READY! 


NEW 1961 SHERMAN LAWN HOSE GOODS CATALOG. 
It’s loaded with new and improved products that mean 
PROFITS for your lawn and garden department. 


H. B. SHERMAN MANUFACTURING CoO. 
Battie Creek, Michigan 


Want more facts? Circle 149, p. 79 
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Convention Calendar 





conventions 


shows 


conferences 








January 

8-9 Witte Hardware Corp., Dealer 
Show, St. Louis, Mo. 

8-10 Hibbard, Spencer, Bartlett & 
Co. Annual Convention of True 
Value, Auburn, Associated & 
Buh! Sons Dealers, Evanston, Ill. 

8-11 Weed & Co., Dealer Show, 
Buffalo, N. Y. 

11 Whitlock Corp., Semi - Annual 
Convention of their Pro Fran- 
chised Dealers, Yonkers, N. Y. 

11-12 W. A. Kiefaber Co. Lawn, 
Garden & Outdoor Living Ex- 
hibit, Dayton, Ohio. 

15-17 Ace Hardware Corp., Annual 
Convention & Exhibit, Chicago. 

15-18 Pennsylvania & Atlantic Sea- 
board Hardware Assn., Phila- 
delphia. 

16-18 Minnesota Retail 
Assn., Minneapolis. 

16-20 National Housewares 
Chicago. 

22-24 Albany Hardware & !ron Co., 
Dealer Show, Albany, N. Y. 

22-24 Intermountain Assn. of Hard- 
ware & Implement Dealers, Salt 
Lake City, Utah. 

22-24 Pacific Northwest Hardware & 
Implement Assn., Spokane, 
Wash. 

22-24 Texas Hardware & Implement 
Assn., Houston, Texas. 

22-26 National Sporting Goods Assn., 
Convention & Show, Chicago. 

23-25 South Dakota Retail Hardware 
Assn., Sioux Falls, S. D. 

23-25 United Hardware Distributing 
Co., Annual Stockholders’ Meet- 
ing & Merchandising Show, 
Minneapolis. 

Van Camp Hardware & Iron 
Co., Spring & Summer Mer- 
= ee Show, Indianapolis, 
nd. 

Mountain States Hardware & 
Implement Assn., Denver, Colo. 
Oklahoma Hardware & Imple- 
ment Assn., Oklahoma City, 
Okla. 


Hardware 


Exhibit, 





Convention Check List 


For complete details about the conventions and shows listed below, s 
alphabetical listing starting on p. 54, Dec. | issue. The next 
complete listing will be in Jan. 12 issue. 





Illinois Retail Hardware Assn., 
Honolulu, Hawaii. 

S. Federbush Co., Spring Show- 
case, Lodi, N. J. 

Frankfurth Hardware Co., Mer- 
chandise Clinic & Show, Mil- 
waukee, Wis. 

Louisiana - Mississippi Retai | 
Hardware Assn., Jackson, Miss. 
Indiana Retail Hardware Assn., 
Indianapolis. 

North Coast Retail Hardware 
Assn., Inc., Seattle, Wash. 
Geo. C. Wetherbee & Co., 
Dealer Show, Detroit, Mich. 
Wisco Hardware Co., Merchan- 
dising School & Sales Show, 
Madison, Wis. 

American ‘Hardware Supply 
Co., Merchandise Fair, Pitts- 
burgh. 


February 


5-6 Nebraska = Retail 
Assn., Lincoln, Nebr. 
5-6 Tennessee Retail Hardwore 
Assn., Nashville, Tenn. 
5-7 Virginia Retail Hardware Assn.. 
Roanoke, Va. 
5-8 Ohio Hardware Assn., Cleve- 
land, Ohio. 
6-7 Wisconsin Retail 
Assn., Milwaukee, Wis. 
7-9 C. Y. Schelly & Bros., Inc., An- 
nual Spring Show, Fairgrounds, 
Allentown, Pa. 
Connecticut Hardware 
Hartford, Conn. 
8-11 Home Improvement 
Show, New York, N. Y. 
12-13 Arkansas Retail Hardware 
Assn., Little Rock, Ark. 
12-13 Tri-State Hardware & Imple- 
ment Assn., Amarillo, Texas. 
12-14 Kentucky Retail Hardware 
Assn., Louisville, Ky. 
12-14 Michigan Retail 
Assn., Detroit. 
12-14 Western States WHardwore- 
Houseware Show, San Fran- 
Cisco. 


Hardware 


Hardware 


Assn., 


Products 


Hardwore 


issue of Hardware Age. 


12-15 
12-15 
15-16 
19-20 


19-21 


19-21 


19-21 


20-22 


21-23 
21-23 
26-28 


27 to Janney, 


Mar. | 


ee the 


lowa Retail Hardware Assn., 
Des Moines, lowa. 

Our Own Hardware Co., Spring 
Convention, Minneapolis. 
Piedmont Hardware Co., Gen- 
eral Trade Show, Danville, Va. 
Oklahoma Hardware Co., An- 
nual Spring Market, Oklahoma 
City, Okla. 

New England Hardware Deol- 
ers Assn., Boston. 

Northern Wholesale Hardware 
Co., Annual Convention & Mer- 
chandise Show, Portland, Ore. 
West Coast Hardware & 
Housewares Show, Los Angeles. 
Western Retail Implement & 
Hardware Assn., Kansas City. 
Mo. 

Albany Hardware Co., Annual 
Hardware Show, nmibany, Ga. 
Hardwore Assn. of the Caro- 
linas, Charlotte, N. C. 

West Virginia Hardware Assn., 
Huntington, W. Va. 

Semple, Hill & Co., 
Spring & Summer Merchandise 
Show & Dealers Conference, 
Hopkins, Minn. 


27 to New York State Retail Hard- 


Mar. | 


March 


May 
23-25 


wore Assn., Syracuse, N. Y. 


Central Jersey Wholesalers, 
Inc., Dealer Show, Asbury Park, 
N. J. 

Alabama Retail Hardware 
Assn., Birmingham, Ala. 
Georgia-Florida Hardware Assn. 
Inc., Jacksonville, Fla. 


Southern Hardware Conven- 
tion, Miami Beach, Fla. 

National Assn. of Sheet Metal 
Distributors, Spring Meeting, 


Cleveland, Ohio. 


Triple Industrial Supply Con- 
vention, Atlantic City. 


For complete details about conventions and shows listed above see the Dec. | 
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TA) ALLNEW 


Modern Straight Line Design 
Easy, Swish Cutting Action Perfectly Balanced 


Gleaming Handles and Blades Comfort Form Grips 





Full Price Range A Beautiful Tool 


All new design...designed for modern appearance, designed 
for old fashioned reliability and top notch performance. 
Guaranteed to look better on your counter and to do a better 
job for customers. These shears represent a real value... 


All models have highly polished alloy handles have custom molded black vinyl 
ay epg grips, cutlery steel blades are precision ground, and these 


blades are heat treated for perfect hardness. Cutting action 
is super-smooth...you can hear the swish as you try them. 


And the Snap-Cut line is a complete line. 9”, 8” and 6” hedge 
shears, custom vinyl or wooden handles...a complete price 
range to fit your trade. Send today for your copy of our new 
1960-1961 Catalog and Dealer Price List. 


SNAP-CUT No. 354-9 


Our best hedge shéar. 

Modern design, top per- r 
formance, beautifully fin- . 

ished. 


Suggested retail $6.95 , SNAP-CUT No. 114-8 


Top selling hedge shear—a real 
value. Another new, modern, 
eye appeal design. 

Suggested retail $4.95 


= SNAP-CUT No. 154-9 


Our best wooden handle hedge 
shear. All new design has real 
consumer appeal. 


Suggested retail $4.98 


Quality Tools 
Since 1850 | 


SEYMOUR SMITH & SON, INC. 
Oakville, Connecticut 


Sales Representatives , — SEYMOUR SMITH No. 14-8 
JOHN H. GRAHAM & CO. INC. A moderately priced, > to 


ity, wooden handled 
105 Duane St., N. Y. 8, N. Y. Suggested retail $3.95 


Want more facts? Circle 150, p. 79 
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NEW SALES 


e © 


~ PORTABLE 
. | : OUTLET 
A = A REEL 


= 


MAKER ) 





Now you can give your customers an electric outlet where one 
isn't. Cordomatic’s automatically retracting portable Outlet Reel 
is a brand new sales maker. Its cord extends to 15 feet, locks at 
any length and retracts into attractive reel housing when not in 
use. Features 3 electric outlets for power tools, appliances, etc. 
Decorator styled for use anywhere in and around the house — 
workshop, garage, basement, patio, attic, etc. Fully guaranteed — 
quality built for long service. Available in Desert Beige or Ebony 
Brown, Models 510D and 510E. $8.95 each, retail. 


SEE CORDOMATIC’S COMPLETE LINE OF 
AUTOMATIC RETRACTING CORD REELS. 


e Clothesline Reel ¢ Handy-Lite Reel 
® Mobile-Lite Reel ¢ Multiple Outlet 
Reel 


1704 W. INDIANA AVE. display, holding reel in 
Phila. 32, Pa. operating position. 

VISIT NATIONAL MOUSEWARE EXHIBIT (McCormick Place) Booth 2701 

and INDEPENDENT HOUSEWARE EXHIBIT (Morrison Hotel) Booth M55 


EYE-CATCHING DISPLAY 
Specially designed for 
Cordomatic Reels: pack- 
age is used as its own 
point-of-purchase counter 














Want more facts? Circle 151, p. 79 








i ! 
Cash inona 400 Million Dollar Business: 





NOW ‘wo own and use a sewing machine! 


Just set the “Busy Susan” on your 
counter and let it sell for you! 








ft 5 YEARS OF 
Ve SDUIS Ah) <} MERCHANDISING 
SEWING MACHINE CENTER Sa ads 
icw @ WITH ONLY 
FAST MOVING 


/ ITEMS! 

% NOT A SINGLE 
SLOW-MOVING 
ITEMI 





BACKED BY A 
102-YEAR-OLD 
COMPLETE DETAILS! FIRM! 


WRITE NOW FOR 





oe 





7 REASONS WHY THIS SELF-SERVICE SEWING 
PLAY & A WET: a A Me LO) | 


1. SPACE SAVING—Takes up air space, not floor space. Only | 


SEWING MACHINE COMPANY 


PARTS & ACCESSORIES DIVISION 
P. 0. Box 25901, Los Angeles 25, California 


i 
1% sq. ft. on counter i 
CASH & CARRY—Low Prices, from 25¢ to $1.49, mean cash I ae ! 
purchases GENTLEMEN: | am interested in increasingmy | 
, _ gross sales NOW! Please send me full details 
r 66%4% profits : 
SESS PRS —Deer GH5% promis on cost on the complete New-Way Accessory Line. I 
ATTRACTIVE DISPLAY—Revolving rack, with colorful pack - | 
ages NAME 
TRAFFIC GETTER—A complete sewing machine notions de- FIRM | 
l 
e 








partment to bring in new customers ADDRESS 
CITY 


EASE OF HANDLING—F.0.B. your warehouse or store. All STATE 
transportation pre-paid to your warehouse PHONE 





. REPEAT BUSINESS—Provides all the accessory needs of 
women who sew—keeps your customers coming back. 

















Want more facts? Circle 152, p. 79 
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HARDWARE AGE 


Club 


DQ You 


W. G. KELLY began his 
career in the hardware 
industry 56 years ago with 
Hibbard, Spencer, Bart- 
lett & Co., wholesaler at 
Evanston, Ill. His salary 
was $8 per week. A year 
later he opened his own 
hardware store in San 
Jose, Ill. Soon after, he 
expanded to handle seed 
corn and the name of the 
store became Kelly Seed & 
Hardware Co. Mr. Kelly 
opened a second store in Peoria, Ill., in 1930. To- 
day, the Kelly Seed & Hardware Co. consists of 
three stores, the latest addition being made in 
1953 in North Bend, Neb. Mr. Kelly has been a 
member of the executive board of the Methodist 
Hospital, Peoria, for 18 years. He was also prvsi- 
dent of the TriCounty Bank of San Jose, and 
president and trustee of the San Jose Methodist 
Church for 35 years. Mr. Kelly describes his 
hobby as hard work, with hands and mind. 


JOE ALLEN began his 
career in 1907, working in 
hardware stores in Drum- 
mond and Enid, Okla. In 
1915, he moved to Par- 
sons, Kar., to become a 
salesman for Harbison 
Mfg. Co. and traveled the 
southeastern portion of 
Kansas. In 1939 he moved 
to Kansas City to become 
a salesman with Stowe 
Hardware & Supply Co. 
covering the same terri- 

tory. At present he is semi-retired, but continues 
to travel the territory immediately around Par- 
sons. Mr. Allen’s brother, Leslie L., is also in the 
hardware field. He is a salesman with Townley 
Metal & Iron Co., Kansas City wholesaler. Mr. 
Allen is a member of the Chamber of Commerce 
of Parsons. In the past 45 years, Mr. Allen has 
missed only one convention of the Western Retail! 
Implement & Hardware Assn. His hobby is 
traveling. 





“All Saw’ —44.95 2-Speed Drill—29.95 


4% 


J 


Solder Guns—5.95 to 15.95 Sanders—13.95 to 19.95 Sabre Saw—26.95 





se ea — YOULL FLIP TOQ!! 


PROPS mnt SUPPORT 


At new profits, new voiume, new interest from your customers. 
Remember... 1 American home in 5 has recently received WEN’s 
literature. Almost 4 million WEN tools are already in use. WEN’s 
famous highway signs yield over half-a-billion impressions yearly. 
Your customers know about WEN! They want WEN! Hurry! Call your 
WEN Representative right away. Every day lost is a sale lost. 


PRODUCTS, INC. 
5810 Northwest Highway e Chicago 31, Illinois 
Want more facts? Circle 153, p. 79 
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> 
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The safest, strongest and 
lightest weight aluminum 
ladders made for heavy duty 
industrial and household 
use—in step, stool and 
extension styles. 

Sell the complete and entire 
profitable Rich Ladder Line! 
Wood and aluminum 
ladders, scaffolds, and stools 
for Home, Industrial and 
Marine use. 


Write for free catalogs. 


Be sure and visit us at Booth #156 


HOWARD B. RICH, INC. 


P. O. BOX 120 


CARROLLTON, KENTUCKY 
Want more facts? Circle 154, p. 79 
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How's the Hardware Business? 





October hardware store sales same as 1959; 
10-month total 3.6 percent higher than ‘59 


October was the tenth month in 
a row during 1960 in which retail 
hardware store sales equalled, or 
bettered, sales during correspond- 
ing months of 1959. 

Retail hardware store sales for 
October were $243 million, accord- 
ing to the Dept. of Commerce. This 
figure is equal to the October, 1959, 
total. 

Over a 10-month period, sales of 
$2,325 million were $82 million, or 
3.6 per cent, better than during the 
same period of 1959. 

Statistically minded hardware- 
men studying 1960 sales with re- 
spect to the record year 1956, will 
note that the 10-month total for 
1960 is identical to the same period 
of 1956. 

Following are the U. S. Dept. of 
Commerce estimates of all retail 


hardware store sales for the last 
three years: 


(MILLIONS OF DOLLARS) 
1960 1959 1958 
January 174 172 
February 17 167 154 
193 +178 
245 224 
263 257 

262 

240 

229 

September ¢ 227 

October : 243 


TEN-MONTH 
TOTAL 


November 21° 225 
December 286 288 


TOTAL 


*U. S. Dept. of Commerce corrected 
September’s estimate from $237 
million to $239 million. 


2,751 2,653 


Sales point to record toy year, and the 
figures show gains in Jan.-Sept. sales 


If you’re planning to clearance 
toys next week and forget about 
them until late in 1961, you may 
want to think twice before taking 
this step. 

Why? Each year, sales figures 
from the Toy Information Bureau, 
New York City, point to growing 
toy volume in the first nine months 
of the year. 

This year is no exception. Toy 
sales, the bureau reports, rose 7.7 
percent in the January-September 
period of 1960. If the pattern of 
gain holds through year’s end, last 
year’s record of more than $1.6 
billion in retail sales will be pushed 
up to well over $1.7 billion. 

Further proof of the unusual 
growth rate of toys is found in 
comparing toy sales to total per- 
sonal consumption figures. Personal 
consumption figures have been 
gaining, with minor exceptions, at 
a rapid rate since 1947. But toy 
sales have been far outstripping 
those figures, without exception, 
since 1951. 

Total toy shipments have _ in- 


creased by 81 percent since 1951, 
while personal consumption figures 
have risen 50 percent. If this pat- 
tern holds, toys will be selling at 
twice their 1951 pace in another 
year or two. 

This points to greater toy sales 
potential every day of the year for 
dealers who keep a modified toy- 
land open after the holidays. 


What makes fer success? 
SBA is going to find out 


The Smal! Business Administra- 
tion announced it will study eco- 
nomic and competitive factors 
which govern the success or fail- 
ure of small business firms. The 
studies will be made by SBA per- 
sonnel and private research or- 
ganizations. 


The program plan is to study 
the potential for smal! firms in 
particular business activities and 
in particular geographic regions; 
to identify factors common to suc- 
cessful small concerns in different 





lines of business activities, and 
to develop a method of analysis 
which will be generally useful in 
evaluating the prospects of spe- 
cific small firms. 


Father's Day Council's 
1961 poster available 


The Father’s Day Council, New 
York City, has made available its 


JUNE 18 


TEAMWORK - /uwoercke Inlegrily starts im the Home 


1961 Father’s Day poster. 

The theme of the poster is “Ju- 
venile Integrity Starts in the 
Home,” and stresses the import- 
ance of father, grandfather and 
youngsters in team work. Father’s 
Day 1961 is June 18. 

The poster comes in a variety of 
sizes, from a five ft backdrop to a 
2 in. sticker. 








New caster merchandiser 
sparks self-selling 


This latest pre-fab sales-builder from Bassick is 


Fm : 114. : , 
io ~ oe ee sure to step-up caster impulse-buying by the “do-it- 
ot Aes yourselfer” and the furniture-repair buff. 


Wooster Brush begins 
color coding pregram 


Wooster Brush Co., Wooster, 
Ohio, has_ started  color-coding 
paint brush handles to help cus- 
tomers select the right brush for 
the job. 


This new “Monogram” program 
includes painting the brush han- 
dles, labeling brushes for the type 
of job, and a “Monogram” display- 
dispenser to help customers make 
selections is offered at no extra 
cost with six assortments of the 
company’s two lines. 

Brushes for fine painting have 
blue handles, for careful painting 
have white handles, and for casual 
painting have red handles. The 
display-dispenser shows these types 
of brushes in the Exploded-Tip 
line, and in pure bristle brushes. 














It’s Bassick’s caster merchandising display 
SSL-60—shown here with a complement of popular 
Bassick white-wheel furniture casters and rubber 
cushion glides. 

Only a smidgen of counter space is required for 
this attractive wire display stand. You can hang it 
on pegboard, too. Yet it easily and effectively dis- 
plays up to six types of fast-moving carded casters 
and glides—holds 20 to 30 cards in all. It’s light, 
easy to move about to intercept impulse-buying 
attention, and can be set-up in an instant. It’ll 
boost sales on side counters, end counters, or islands, 
and it makes an ideal supplement to a bin display 
of casters. 

SSL-60 is just one of the modern merchandising 
aids you can get from Bassick. It’s free with the 
purchase of an assortment of the fastest-selling 
Bassick casters. Ask your jobber about it today. 





A DOIVISION OF 


STEWART-WARNER CORPORATION 





Want more facts? Circle 155, p. 79 
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Lvervone 


WaNTS SHARP 
KNIVES 
THE 


.-: 


SELL THEM 


ee 
KNIFE 
a nynnmpienng 


ti —— CARBIDE JEWELS 


* Ree! 


ASPB-59 


PEG 
BOARD 
DISPLAY 


You pay for contents only. 
Contains 1 Doz. Sharpeners. 


Measures only 8” x 15”. 


SELLS-ON-SIGHT because ... 


e Sharpens any knife in seconds, professionally ! 


e Only three light strokes to 
sharpen effortlessly! 


eSix attractive Decorator Colors 
e Money Back Guarantee 
eTransparent acetate packaging 
Self-dispensing, eye-level merchandising 


eSelf-service impulse sales 
produce extra profits 


e Nationally Advertised to 
millions of housewives 


YOUR JOBBER HAS THEM OR MAIL THIS COUPON 


NEW ENGLAND CARBIDE TOOL CO., 
55A Commercial St., 


INC. 


. Send me information and prices on 
ALADDIN CARBIDE KNIFE SHARPENERS 
and free Peg Board Display. 


COMPANY ............. 


ADDRESS 


 Weat more facts? Circle 156, p. 79 
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Medford 55, Mass. 





| Manufacturers expand, 


move to new facilities 


Grote Mfg. Co., Madison, Ind., 
recently dedicated its new plant 
which will house its automotive and 
bathroom cabinet divisions. 


Ronson Corp., Woodbridge, N. J., 
has moved its San Francisco ser- 
vice center to 640 Market St. 


Container Corp. of America has 
opened its 48,000 sq ft Valley 
Forge Marketing and Research 
Center in Oaks, Pa. Cost of the 
four-level structure was $1.5 mil- 
lion. 


Gilmore Mfg. Co., Somerset, Pa., 
manufacturer of Hosemaster prod- | 
ucts, has doubled its plant capacity 


with addition of 25.000 sq ft of | 


floor space. 


Armstrong Cork Co.’s new plant 
at Lancaster, Pa., has begun pro- 
duction of rotogravure vinyl! floor 
coverings. The firm also announces 
its Styling Center is near comple- 
tion, and will begin operations be- 
fore the first of the year. 


Plasti- Kote, Ince., Cleveland, 
Ohio, plans construction of a $1 
million, 100,000 sq ft aerosol paint 
plant on a 10-acre site near Cleve- 
land. The plant will house produc- 
tion lines, warehouse and dock 
areas. Two 25,000 sq ft plants are 
to be built in Los Angeles and 
Toronto, Canada, next fall. 


H. K. Porter Co., Pittsburgh, an- 
nounces its subsidiary, Patterson- 
Sargent Co., Cleveland, Ohio, will 
build a 44,000 sq ft paint manufac- 
turing plant at North Brunswick, 
N. J. 


Kromex Corp., Cleveland, Ohio, 
announces opening of a New York 
City sales office and display room 
at 225 Fifth Ave. The showroom 
will display giftwares, kitchen- 
wares, pantrywares and serving ac- 
cessories. 


Colorite Plastics of New Jersey, 
manufacturer of garden hose and 
sprinklers, is adding 25,000 sq ft 
to its present facilities, as part of 
a $500,000 expansion program. 


Lummis Mfg. Co. has moved into 
new and larger quarters. The new 


plant is at 2242 E. Foothill Blvd., 


Pasadena, Calif., the same location 


_as the former plant. The plant con- 
| tains over 10,000 sq ft of floor 
| space. 


| YOUR CUSTOMERS 


Want and Need 


a SHOD-FLY 
HORNET 
JET BOMB 


$1.98 


Pius 20 other profitable LYNWOOD 
| Aerosol specialties. 


Datings + Free Goods + Mats + 
Disniays = HIGHEST PROFITS. 


See these new sensationa! blister 
| packed items at the Housewares Show, 


| BOOTH 2604. 


SHOO-FLY PIE 
ANT COFFINS 
MOUSE COFFINS 


Carded and blister packed for Impulse Sales 





Order through your Wholesaler or write 


LYNWOOD LABORATORIES, 


NORWOOD, MASS. 
Want more facts? Circle 157, p. 79 


Inc. 





Met 
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BURG 


JX SCALE 


BORG-ERICKSON 


product 
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NOW...AMERICA’S 


HOW EE 


PLASTICHOSE: 











SUPER DELUXE GARDEN HOSE 


IMPERIALYTE 100% MIRACLE PLASTIC WITH NEW, SUPERIOR, 
PATENTED BRIDGE-TRUSS-KNIT NYLON REINFORCEMENT! 


NOW ... SUPER-STRENGTH IN 
EVERY DIRECTION OF PULL! 


Atlantic’s new Koolgrass Super Deluxe Garden Hose now of- 
fers strength surpassing all in the plastic hose field! Its pat- 
ented Bridge-Truss-Knii nylon reinforcement absorbs stress 
in every direction . . . just like a cantilever bridge . . .using 
66 2/3% more tough tire-nylon threads than any other rein- 
forced plastic hose! 


WITH SPARKLING, TRANSPARENT 100% VIRGIN 
VINYL COVER, FOOLGRASS SELLS ON SIGHT! 


Your customers SEE its beauty . . . SEE its superior reinforcement .. . 
SEE its greater strength! 


YOUR SALES ARE BACKED BY SOLID QUALITY ... 
AND ATLANTIC’S RESPECTED GUARANTEES! 


Heavy Duty, Free Flow, Three-Ply Con- @ Solid Brass Couplings. 
struction. 


Withstands Highest Residential Water ® Costs No More Than Other Reinforced 
Pressure. Plastic Hose. 
Fully Guaranteed Under Our 


: ; : . Factory Repl nt Plan... 
Ask your jobber, or write our factory for a free catalog showing our full line of Plastic d Lape prmpenn sha 

. : and So Stated on the Package: 
and Rubber Hose in every grade and price range. 


THE ONE PLACE FOR ALL YOUR GARDEN HOSE NEEDS ... 


cttlantic TUBING & RUBBER COMPANY 


ESTABLISHED 1864 


QUALITY MANUFACTURERS FOR NEARLY A CENTURY 
MILL STREET © CRANSTON ©® RHODE ISLAND © U. S, A. 


VISIT OUR BOOTH NO. 1302 AT THE HOUSEWARES SHOW CHICAGO, JANUARY 16 TO 20TH 
Want more facts? Circle 159, p. 79 
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NEW SANDING 
WOOD SEALER 


SANDS WITHIN 








(CLEAR) 


Early sanding and recoat- 

ability—that’s the big 

advantage for your cus- 
tomers when you profit by selling them 
Indo Wood Sealer! 

Made of top quality ingredients, this 
new Indo product brushes or rolls on 
easily, dries quickly. It produces a clear 
tough finish that sands easily, seals 
completely—does not have irritating 
lacquer type odors. Indo guaranteed. 

See your local distributor. Write for 
complete information. 


*Under normal conditions. 


DRIES IN 45 MINUTES 


Your customers will 
come back again and 
again for Incolac, the 
outstanding all-surface 
primer and sealer. 

This fast drying, high 
hiding formula produces 
a perfect priming sur- 
face for a final coat of 
enamel or paint. 

And for sealing bleeding stains, plaster hot 
spots, paints or sap streaks, Incolac has no equal. 

Ask your local distributor for Incolac—in 5’s, 
gallons and quarts. It carries the Indo guarantee. 


SOUTHERN SHELLAC MFG. CO. 


Division of Plough, Inc. Memphis 1, Tennessee 
Want more facts? Circle 160, p. 79 
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Promotions 


Manufacturers’ New 
Merchandising Plans 








Television spots promote 
light bulbs in February 


General Electric Co., Cleveland, 
Ohio will feature a cartoon char- 
acter, the nearsighted Mister Ma- 
goo, in its new approach to pro- 
moting Soft-White electric light 
bulbs. 

On Feb. 13, GE will begin a con- 
centrated TV spot campaign, con- 
sisting of 20 to 25 commercials a 
week for 4 weeks in more than 125 
markets. The theme of the cam- 
paign is “Rocket to Profit,” and 
features the humorous Mister Ma- 
goo in several different trip-to-the- 
moon episodes. 

The same theme will be used in 
ads in the Saturday Evening Post 
on Feb. 25, and in Life on March 8. 

Dealers will be given banners, 
streamers, cards, lapel badges and 
other promotional material to tie- 
in with the campaign. 


Expello increases 1961 
ad promotion budget 


Expello, a division of Odor-Aire, 
Inc., Wichita, Kansas, has an- 
nounced an increase in its advertis- 
ing and promotional budget for 
1961, the largest in the firm’s his- 
tory. 

Newspaper ads will be run in 62 
individual markets, and in 71 mid- 
western and eastern newspapers. 

Expello will also furnish dealers 
with new displays, banners, win- 
dow cards, counter cards and dis- 
play racks. 


5 Sperti sun lamps to 
appear in national ads 

Sperti- Faraday, Inc., Adrian, 
Mich., 1961 line of sun lamps will 
appear in national and local ads 
using the theme, “Wear that 
Beautiful Sun Tan Look.” 

The ads will feature five lamps. 
Color ads will appear in December, 
January, and February issues of 
Holiday, and in January issues of 
The New Yorker and Sports Illus- 
trated. Other ads are to appear in 
Sunday newspapers. 


~ MOST BEAUTIFUL 


CAN OPENER 
MADE 


PORTABLE 


ELECTRIC | (MA 


‘CAN 
OPENER 


a ox 3 iit ie 
( Rival) RIVAL MANUFACTURING at 


Reptes Cty 29 Missour 


‘ r 
ae sud 
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Cort] ft - -) 


‘INVENTORY: IMIS 


**INVENTORY- 

ITIS" is what we 
cell that over-stocked, left-over-unsold condi- 
tion that plagues se many retailers who have 
‘o buy in dozen, gross or cwt. lots. The beau- 
tiful STANFORDWARE line of planters, ash 
trays, decorative pieces, bowls, and figurines 
can be handled much more easily, with less 
headaches and more profit due to quick turn- 
over. 


MORE PROFIT Thru 
‘““MINIMUM-INVENTORY” 


You buy as few as 2 or 3 pieces each of a 
larger variety of different items, sizes and 
colors — of your choice of course. Then as 
you sell them a phone call weekly (or more 
often if needed) to your nearby “‘in-stock'' 
Franchise Distributor will get you fast replace- 
ment. You have less risk, less capital tied 
up, no freight or breakage charges. It will 
pay you to get the facts. Write today for 
full color Catalog, free. 


STANFORD 


POTTERY INCORPORATED 
Creative Manufacturing Potters 


Dept. A SEBRING, OHIO 
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oNT BULBS 


INTERIOR of Al 
Meyer Hardware 


AL MEYER, OWNER olf 
Al Meyer Hardware 


IN LESS THAN TWO YEARS, this National System paid for itself. 


“Our @alional Cash-Charge Control System 


saves us 2,940 a year... 


returns 63% annually on investment ! ” Meyer Hardware 


Indianapolis, Ind. 


“Our National System is most effi- 
cient, saves us money and helps us 
operate our cash-charge business 
more smoothly. 

‘To begin with, our National Sys- 
tem handles each transaction in less 
time. It mechanically totals each 
item of the sale, thus eliminating er- 
rors in addition... customer com- 
plaints. In fact, it only takes fifteen 
seconds to complete a charge trans 
action in our store. 

“Our customers are happy because 
service is better. And we handle more 


people, without hiring new help. 
l‘urthermore, in charge transactions, 
our National System eliminates 
lengthy end-of-the-month statement 
preparation. 

‘Plus all this additional efficiency, 
our National System saves us $52,940 
a year...a return of 639% annually 
on investment!” 


- 77 Owner of 


Al Meyer Hardware 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES © 76 YEARS OF HELPING BUSINESS SAVE MONEY 


Want more facts? Circle 163, p. 79A 


Your hardware store, too, can benefit 
jrom the many time- and money-saving 
features of a National System. Na- 
tionals pay for themselves quickly 
through savings, then continue to re- 
turn you a regular yearly profit. Na- 
tional’s world-wide service organization 
will protect this profit. Ask us about the 
National Maintenance Plan. 

(See the yellow pages in your 

Phone book.) 


"TRADE MARK REG. U. S. PAT. OFF. 


Salional * 


CASH REGISTERS 
ADDING MACHINES + ACCOUNTING MACHINES 
ELECTRONIC DATA PROCESSING 
ncr PAPER (No Carson Reauirep) 


Want more facts about ad on pp. 116-117? Circle 164, p. 79> 
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New Designs in 
Colorful Glasses 


Here’s our new 1961 line of popularly priced decorated large 86 ounce pitcher for all decorations. Make your 
glasses. For modern design, bright new colors and gay selection now and build massed colorful displays with a 
decorations, it is the finest you'll find anywhere! There's complete range of sizes for profitable, multiple sales all 
a decoration to appeal to every taste. What an exciting, through the coming spring and summer selling seasons. 
colorful display these beautiful glasses will make on your 
counter ...and how they’ll sell! Most decorations are 


available in complete lines . . . from the 6 ounce fruit juices ANCHOR HOCKING GLASS CORPORATION 
right up to the 19 and 32 ounce iced teas. Also, there’s a Lancaster, Ohio, U.S.A. 
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NA (not available) 


3519 92 3375 : 
91/2 02. . ’ 19 oz. 32 oz. 86 oz. i 
Tumbler iced Tea iced Tea Pitcher 


Dec. 39 —Fiesta Bands 


Dec. 6001 — 22K Gold & White 


Dec. 6007 — Pastel Ribbons 


Dec. 6102 — Curlicue Bands 


Dec. 6103 — Raffia Net 


Dec. 6130 — Petite Fleur 


Dec. 6105 — Park Lane 


Dec. 6106 — Willow Leaves _ 


Dec. 6108 — Yellow Rose 
Dozen Per Carton 
Weight Per Carton 
Approx. | Retail 
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Get Ready-Get Glassware-And Go! 


Refreshment Sets for I96} 
Spring and Summer 


These beautiful sets are real bargains! They’re priced low 
enough to appeal to every housewife, and they’ll bring you 
a handsome profit. For best results, mass-display them in 
their attractive gift-display boxes. For additional informa- 


tion see your wholesale distributor or write us direct. 

















Approx. 
== 


Curlicue Bands 
Pastel Ribbons 


a 
Petite Fleur at ae Gee 


Fiesta Bands 


Now...more than ever... 


ANCHORGLASS 


makes you money...makes you friends 














JEFFERSON 


is your 


ONE-STOP SOURCE 


for 


SCREWS, NUTS 
AND BOLTS 


for Every Industry! 


STEEL @ BRASS 
COPPER © NAVAL BRONZE 
SILICON BRONZE 
STAINLESS STEEL 
MONEL @ ALUMINUM 


Industry’s Easiest-to- 

Use Catalog places all 

your Fastening needs at 

your fingertips! Large, 

clear listings, helpful 
illustrations. Use your 
Jefferson catalog today 

and every day. Additional IT 
copies free on request. 


@ Jefferson's Service Desk speeds 
your mail, phone or telegraph order 
to our stockroom within minutes 
after it arrives .. . for same-day 
shipment of most orders. You can't 
beat Jefferson service — anywhere! 


JEFFERSON 


SCREW CORPORATION 
691 BROADWAY * NEW YORK 12, N. Y. 
$Pring 77-8400 
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Manufacturers Promotions 


(Continued ) 





Magic Iron to begin ad 
series in 7 magazines 


Magic Iron Cement Co., Cleve- 
land, Ohio, is expanding its national 
advertising program of Magic Steel, 
Magic Epoxy Glue, Magic Plastic 
Aluminum and other repair prod- 
ucts during 1961. 

Beginning Jan. 28, a continuous 
series of ads will appear in The 
Saturday Evening Post, Better 
Homes & Gardens, House Beauti- 
ful, House & Gardens, Sunset, Pop- 
ular Mechanics and Mechanix Ililu- 
strated. 


Household glove bonus 
offered by Pioneer Co. 


Pioneer Rubber Co., Willard, 
Ohio, offers dealers a spring house- 


| hold glove bonus. 


Dealers who purchase the promo- 
tion assortment No. 2378 will re- 
ceive one dozen pairs of each of 
three Pioneer styles of neoprene 
and pylox gloves—Bluettes, Ebon- 
ettes and Nimble Fingers Beauty 
Gloves—plus one free pair of each 
of the three styles. Nimble Fingers 
Painters’ Gloves may be substituted 
for the Beauty Gloves. 

Retail value of the promotion as- 
sortment is $36.84. Dealer cost is 
$23.78, a profit of $13.06. 

The gloves will be featured in 
two-color ads to appear in Life and 
Ladies’ Home Journal. The offer 
ends March 31. 


Mirro has six utensil 
specials for consumers 
Mirro Aluminum Co., Manitowoc, 
Wis., is offering dealers an oppor- 
tunity to offer customers reduced 
prices on five Mirro Jet-Stream 


cookware items and a 
Whistling Teakettle. 

The utensils will carry special 
retail prices for four months start- 
ing in January. Included are a 4- 
qt covered saucepot, regularly: $3.45, 
at $2.99; 3-egg poacher, regularly 
$2.75, at $2.29; combination pan 
set, regularly $3.95, at $3.39; 9-in. 
fry pan, regularly $3.25, at $2.69, 
and a 9-cup percolator, regularly 
$4.50, at $3.79. 

The Mirro 214 qt whistling tea- 
kettle, with flip-cap and copper 


Mirro 











displays 
hoost 
Sales... 
speed 
turnove 


18 new displays feature 152 
Vichek tools listed as essential in 
the NRHA Turnover Handbook. 

Grouped together these form 
the world’s finest and most com- 
plete hardware tool display. Or, 
they may be used singly, or in 
combinations, to meet individual 
store needs. Ask your wholesaler 
today for Vichek profit facts! 


Vichek Turnover Handbook Tools 
Hammers, Chisels, Punches, Screw 


Drivers, Pliers, Adjustable 
Wrenches, Socket Wrenches 


Vichek Tool Co. 


Cleveland 4, Ohio 





HD100 display 
1] open end wrenches 
% to 1” 
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GUARANTEED TO 


STOP 
TOILET TAN 
LEAKS 








Rol-O-Valve is a vinyl plastic device 
guaranteed to stop tank leaks, 
It's New—It’s Different—It Works 
and It Sells. Returns good profit at 
a suggested retail of $1.00. 

Sold through leading distributors. 
lf your present source cannot sup- 
ply write or wire — 
ROL-O-VALVE SALES 
BOX 167 AMERICUS, GA, 


Want more facts? Circle 167, p. 79 





| tone finish, regularly a $3.50 value, 
| will have a special price of $2.89. STARRING today in ti 
| Merchandising banners and news- most interestine 
| paper ad mats will be available for homes! -Your most orofit TT 
| dealer promotion. et hardware line! 


Dealers, consumers save | MM] id 


Ekco’s 2-for-1 promotion of Flint | FAST SELLING 


- 
vanadium stainless cutlery offers TTA ’ 
dealers a profit of 40 percent and ' ' 
consumers a saving of 25 percent. 


The promotion gives shoppers a 
ehoice of any one of three Flint wr: 


paring knives, priced regularly at | Handsome stee! and die-cast pieces 
beautifully finished in Chrome, Black, 


PROVED BY THOUSANDS 98¢, free with the purchase of a | Polished Brass, Polished Copper, 


TO INCREASE: large Flint slicing knife at the reg- | Nickel or Prime Coat. 
e IMPULSE BUYING ular price of $2.90. ; SWEPT-WING 


e SELF-SERVICE Consumers have a choice of any og 
e RELATED ITEM SALES of six popular 7 and 8 in. Flint Flush Type 


I . * ‘ = eae = ‘ , ~ — 
—_- with the amazingly LOW: PRICED, Mia. knives. Cost of the special display | a 
QUALITY, XO-SPACE. Self-Service ‘sakes a wee 26 > large slic- | Type in %", 'A™ 
it easier for a customers te buy. assortment of 36 of the large | ia me %,"" viietien 





USABLE SELLING SPACE ALL AROUND the ing knives with a retail value of | ate 
entire isian se : Rage . : te 
in all departments. $106.20, is $63.72. | Sftset Type in % 
Write today for full details of how YOU san Ponides 36 giveway paring | DRAWER SLIDES 

our sales soar at an unbellevable low cos! sesides the 36 aicteten nels . +652 


vith FLEXO- SPACE. all alers will receive a 15 x | 
20 in. high counter display, slide, mounted 


and counter card. The | under drawer 
in center with 


FREE ALL NEW 50-PAGE 
WHOLESALE DISCOUNT CATALOG streame! 


A 4 CO offer is good until Feb. 15 whole- | | ule tows Gale 
or DD SALES , sale, and March 15, retail. 
824 YORK STREET 


MANITOWOC, WISCONSIN | 
Want more facts? Circle 168, p. 79 Melnor offers dealers 


two sprinkler specials 
Industries, Moonachie, 


Melnor — #595 
Changes N. J.. is offering dealers two pack- (not avail- 


able in nickel) 





New products and new age specials on lawn sprinklers. 
trade names are con- Package No. 78 gives dealers a 
stantly being added to bonus of three specialty sprinklers SEMI 
the listings for the next —the Square, Pulsator and 4-in- :. ae CONCEALED 
Directory Number of 1 Turret—with an order of 11 as- HINGE 
HARDWARE AGE. sorted Wave aectabiaes: #416 


, For overlaid 
Therefore, if you do not Package No. 89 consists of an | Soon ap te %" 

find in the current issue assortment of seven Revolving, 

of the Directory Number Square, and Turret sprinklers at , 

the product you are inter- regular prices, plus two extra 3- oaune MAGNET 


eted in, write to the “Who - . cATC 
‘ ar svolv sprinklers at no 
Makes It” Editor. He'll be arm Revolving sp Snip catch in Its 


glad to serve you. charge. J ; price class that can 
} ; used on lipped, 


flush or overlay 


HARDWARE AGE Wood Shovel has film \ ass 0.068 (Aluminum 


to sell garden tools 

The Wood Shovel & Tool Co., | 
amen» Piqua, Ohio, manufacturer, has | Ask for complete 
| produced a film on the manufacture | ng RF ease 


rr WRITE FOR YOUR = | of garden and farm hand tools to | ess we 


help dealers increase sales. HY/2"x15'/' a 
¥ Complete Newest Set oe ‘ ‘ s display 

of Key Board Tags The film is suitable for showing | mounted sam- 
| ples available 


= ! f | St > _ ‘ . ‘sf 77 ip ; Y 
aft eta Brighten Up to civic, garden, service club groups. | upon request 
7 a . 4 
Your Store \WY SO The film is loaned to dealers. Wood | 
‘ | 
dA 


VW New Edition of K \\\ : . 
Blank Comparative m\ A Shovel also provides a free door PRODUCTS CO- 


STAR Key & Lock @ / LS =) prize when requested. | STAR METAL a 
Manufacturing Co. J ml & The film runs about 20 minutes. ngo Butler street Brooklyn 


51 South a seen ‘ 
Brooklyn, N. | ‘ | Arrangements can be made with 


Want more facts? Circle 169, p. 79 | the company. Sold through wholesalers only 
Want more facts? Circle 170, p. 79 
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Chestnut and 56th Sts., Phila. 39, Pa. 






































"3 Cupboard Caddy 


how Modern 


Modern Artistic Wire 
products are the 
ultimate in contem- 
porary design. 
Expanded facilities 
. modern production 
methods... full time 
designing staff... 
assures ‘popular- 
priced” housewares 
and giftwares 

that show you a 
FULL PROFIT! 


au S*SC76NG ~ 7628 
Contemporary Candle Holders 


No. 770B 4 pc. 
Centerpiece Set 


See for yourself. Visit us at 
BOOTH 1806-08 
N.H.M.A. Exhibit, McCormick Place 
Chicago, January 16 thru 20 


“Artistic 


WIRE PRODUCTS CO., 


Dept. HA—Taftville, Conn. 
Want more facts? Circle 171, p. 79 
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Industrial Supplies & Machinery | 
| New Order Index—July 1948-100 


Seasonally Adjusted 
Source: American Supply & Machinery Mfrs.’ Assn. 
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“Industrial machinery 
orders drop 4 percent 


New orders for industrial sup- 
plies and machinery in October 
dropped 4 percent from September, 
reports the American Supply & 
Machinery Mfrs. Assn. 

The New Order Index continued 
its downward trend, dropping 8 
points to 182 (July 1948=—100). 

The Federal Reserve Board’s pro- 
duction index of durables manufac- 
tures remained steady at 102 dur- 
ing October (1957=—100), after 
falling 2 points in September. 


Hardware sales hoid own 
as total sales drop 


Hardware stores fared better in 
October than did stores in general. 

Sales in all retail stores in Octo- 
ber were down 2 percent over Octo- 
ber, 1959. However, hardware store 
sales were the same for both 
months, as reported on page 110. 

The Dept. of Commerce reports 
total retail sales for October were 
$18.7 billion, against $19.1 billion 
for a year ago. Mail order houses 
and drug stores showed a gain for 
October. Hardware stores held 
their own. All other classifications 
were down. 


October wholesale trade 
sales down $313 million 


Wholesalers’ sales in October 
totaled $11,047 million, according 
to the Dept. of Commerce. That’s 
$313 million less than during Octo- 
ber 1959. 

A decline in durable goods sales 
accounted for the deficit, with sales 
of $4.5 billion being $336 million 
less than a year ago. 


Hardware wholesalers’ sales 


dropped $18 million over a year ago. 
Sales in October were $199 million. 


November construction 
up slightly from 1959 

New construction starts in 
November amounted to $4,801 mil- 
lion, an increase of $75 million over 
last November, 
Dept. of Commerce. 

However, the increase is not a 
true indication of the construction 
picture, since construction during 
November 1959 was adversely af- 
fected by the steel strike. 

Private residential building in 
November fell below its compara- 
tive year-ago figure for the ninth 
month in a row. Residential con- 
struction starts in November 
totaled $1,875 million, $255 million 
less than during November 1959. 


according to the 


Domestic water systems 
shipments drop in Oct. 


Factory shipments of domestic 
water systems totaled 52,421 units 
in October, 14 percent lower than 
the 60,755 units shipped the pre- 
vious month, reports the Dept. of 
Commerce. Deep well systems ac- 
counted for 10,226 units shipped; 
shallow well systems, 16,714 units: 
convertible jets, 16,143 units, and 
submersible pumps, 9,338 units. 


Huffman Mfg. Co. meets 
new safety standards 


Huffman Manufacturing Co., 
Dayton, has informed salesmen its 
power mowers conform to the new 
(see HA, July 14, p. 100) safety 
standards approved by the Ameri- 
can Standards Assn. 

Huffman plans to hang a tag on 
all models stating its conformity 
to the specifications. 


Paint shipments rise 

Factory shipments of paint, 
varnish and lacquer in October 
totaled nearly $141 million, 1 per- 
cent better than during the same 
1959 month, reports the Dept. of 
Commerce. Production of 53.4 mil- 
lion gallons was one million gal- 
lons higher than a year ago. 


Business failures rise 


Business failures climbed to a 
post-war high of 360 during the 
week ended Dec. 8. reports Dun & 
Bradstreet. Failures were at 290 
the preceding week and 248 during 
a comparable week of 1959. 
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GUARANTEED 5 FULL YEARS =~ ccm ee 


WITH THESE 2 POWER PACKAGES 


DM 15—LIFE LITE Galaxy Display DS-25 LIFE LITE Super ‘200’ Dis- 
Deal — includes 4-Model M Galaxy play Deal—includes 4-Super ‘200’ 
LIFE LITES, (3 grey and 1 pink) and LIFE LITES (with built-in magnet) 

a FREE CH-2 Auto Charge Adapter. anda FREECH-2 AutoCharge Adapter. 
Dealer Cost $15.00. Retail Value is Dealer Cost $25.00. Retail Value is $42.80. 

$26.80. Dealer makes $11.80—a 44% Profit. Dealer makes $17.80—a 42% Profit. 


Both displays tell the LIFE LITE story at a glance...are loaded with selling power. 
LIFE LITE is the only rechargeable flashlight that recharges in home or auto...guaranteed 5 years! 


Contact your LIFE LITE distributor at once, or write: 


GULTON INDUSTRIES, INC., Metuchen, N. J., Alkaline Battery Division 


Dept. HA-1229 
, o 
® 
Life Lito Rechargeable Flashlight 


See us at the NHMA—National Housewares Exhibit, Chicago Lakefront Exposition Center, January 16 to 20, Booth 2113 
Want more facts? Circle 172, p. 79 
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News About Dealers: Stambaugh-Thompson 
Opens 13th; Wieland Hardware Purchased 





Newcastle, Pa.—The 13th 
STAMBAUGH - THOMPSON CoO. 
store has been opened near 
here in the Lawrence Village 
Plaza shopping center. The 
single floor store has 9000 sq 
ft of floor space and is self 
service. 


Duluth, Minn. — Robert 
Panyan of New Duluth, has 
purchased WIELAND HARD- 
WARE in West Duluth. Mr. 
Panyan was associated with 
his brother in Panyan Hard- 
ware. Wieland Hardware, es- 
tablished in 1895, had been 
operated by the late Ted Wie- 
land until his death last 
spring. The store was sold 
by his widow. 


West Nyack, N. Y.—Her- 
Lert Stever, owner of WEST 
NYACK COUNTRY STORE, re- 
cently presented one of his 
customers with a $100 first 
prize check as winner of a 
recent contest. Mrs. J. A. 
Feick of West Nyack was 
the winner for her entry in 
a contest conducted by hard- 
ware stores through a cir- 
cular prepared by E. Rabi- 
nowe & Co., Yonkers, N. Y. 


wholesaler. 


San Diego, Calif —Twelve 
dealers have organized a vol- 
untary chain for advertising 
and volume buying. The 

(Continued on page 124) 





ARTHUR W. STEUDEL 


Top Executive Changes 
At Sherwin-Williams 


Sherwin-Williams 
Cleveland, has elected a 
chairman of the board, a 
post vacant since 1944, and 
a new president. 

Arthur W. Steudel, former 
president, is now board 
chairman and chief executive 
officer. Mr. Steudel joined 
Sherwin-Williams as an of- 
fice boy in 1908 and has been 
president for 20 years. 

E. Colin Baldwin, former 
vice-president and _ general 
manager, succeeds Mr. 
Steudel as _ president. In 


Co., 


E. COLIN BALDWIN 


1958 Mr. Baldwin was elect- 
ed president of Sherwin-Wil- 
liams Co. of Canada, Ltd., 
and continues to hold this 
post. 

Mr. Baldwin is a director 
of both companies and is a 
member of the executive 
committee of the Nationai 
Paint, Varnish & Lacquer 
Association. He has been 
with the firm since 1934. 

Sherwin-Williams has 
elected William M. Stuart a 
director. Mr. Stuart is presi- 
dent of Martin-Senour Co., 
Chicago, a wholly owned 
subsidiary of Sherwin-Wil- 
liams. 
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Pendleton Names Two 
In Morketing Program 


Two new vice-presidents 
have been elected for the 
marketing division of 
Pendleton Tool Industries, 
Inc., Los Angeles. This is a 
move in the development of 
the firm’s new marketing 
program. 

A. L. Platky has been 
elected vice-president for 
sales in the hardware and 
plumbing markets. Mr. Plat- 
ky was vice-president and 
sales manager of P & C 
Tool Co., Portland, Ore. 

H. W. Oetjen, is the new 
vice-president for sales in 


H. W. OETJEN 


the industrial and automo- 
tive markets. He has been 
western regional sales man- 
ager since 1955. 

The new Pendleton func- 
tional marketing program 
has its 85-man field force 
broken down into smaller 
groups of specialists who 
will concentrate on one of 


the four markets serviced by 
the firm. 

Each district manager will 
have a specific market re- 
sponsibility. The purpose of 
the functional marketing 
program is to create better 
service and treatment of 
each market problem. 


Carle Wunderlich Heads 
Cussins & Fearn Buying 

Carle Wunderlich, vice- 
president and general mer- 
chandise manager, has taken 
over directing the buying 
division of Cussins & Fearn 
Co., Inc., Columbus, Ohio 
hardware chain. 

The buying responsibilities 
had been held by Ray Wun- 
derlich, company president 
and general manager for 14 
years and father of Carle 
Wunderlich. Ray Wunder- 
lich has relinquished part of 
his duties to concentrate on 
the firm’s growth and expan- 
sion program. 


Floyd Wallace Buys 
Cooper Thermometer 


Floyd Wallace of Walling- 
ford, Conn., has purchased 
Cooper Thermometer Co., 
Pequabuck, Conn. for an un- 
disclosed sum. A joint an- 
nouncement was made by Mr. 
Wallace, Horace R. Whittier, 
president and Elmer 58. 
Whittier, vice-president and 
treasurer of Cooper. Sub- 

(Continued on page 126) 
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Moto-Mower Promotes 
Nolan to Market Post 
William H. Nolan has been 
promoted to vice-president 
of marketing for Moto- 


WILLIAM H. NOLAN 


Mower, Inc., a subsidiary of 
Dura Corp., Richmond, Ind. 

Mr. Nolan, who has been 
director of sales since 1959 
and a Moto-Mower executive 
since 1957, will direct a 
broadened program of dis- 
tribution, service, advertis- 
ing and promotion. 


Lyon Rejoins Allied 


B. B. Vincent Lyon, Jr., 
has rejoined Allied Western 
Distributors, Inc., San Fran- 
cisco, after several year’s 
absence. Mr. Lyon has been 
with Macy’s and most re- 
cently was buyer and sales 
manager for a soft goods 
rack jobber. 





Phillips Names Baker 
To Merchandising Post 

I W. Phillips & Co., 
Tampa, Fla., wholesaler, has 
promoted Herschel Baker, 
Jr. to supervisor, merchan- 
dising division. 


HERSCHEL BAKER, JR. 


RENE MILIAN 


Mr. Baker has been a 
foreman in the merchandis- 
ing division for the past 
three years and has been 
with the company for 11 
years. 

The Phillips merchandis- 
ing division handles. store 
planning services and dealer 
aids services. 

Two other appointments 
have also been made by I. W. 
Phillips. Mark E. Kimball, 
former warehouse manager, 
has been named manager of 
the building material divi- 
sion. Rene Milian, former 
assistant to Mr. Kimball, 
has been promoted to ware- 
house supervisor. 

Mr. Kimball has been with 
I. W. Phillips since 1956 and 
Mr. Milian has been with 
the firm for 11 years. 


MARK E. KIMBALL 


Lawn Mower Institute Predicts 1961 Sales 
Of Mowers to Equal or Beat 1959 Record 


Power lawn mower sales 
in 1961 are expected to equal 
or exceed the 4,200,000 units 
sold in 1959, according to 
Harold K. Howe, executive 
secretary of the Lawn Mow- 
er Institute. 

Sales in 1960 of 3,800,000 
units were down 10 percent 
from the 1959 peak year and 
about equalled 1958 sales. 
This is the first post war 
year that unit sales had not 
increased over the previous 
year. But, 1961 is expected 
to resume the long term up- 
ward trend. 

More than 28 million pow- 
er mowers have been sold 
since 1946 and about 18% 
million are in use_ today. 
With one power mower in 
use for every three automo- 
biles in the U. S., the market 
saturation point is still low 
at 65 percent. A saturation 
peak of 85 percent is ex- 
pected to be reached in 1965. 


Replacement sales, becom- 
ing more important than 
ever, represented 50 percent 
of total units in 1960. About 
3 million are expected to be 
replacement units next year. 
It was observed that cus- 
tomers who buy replacement 
mowers tend to upgrade 
themselves and buy high 
quality mowers. 

Two long term trends were 
ended or slowed in the in- 
dustry this year: (1) the 
trend to larger walking type 
rotary mowers has slowed 
down and volume is concen- 
trated in the 20-22 in. range; 
(2) reel power mowers show- 
ed renewed life in 1960. 

Mergers continued at a 
brisk rate and the number 
of power mower manufac- 
turers is about 130 firms. 
There were twice that many 
manufacturers a few years 
ago. 





Knapp & Spencer Names 


Neal Asmussen Buyer 

Neal Asmussen has been 
appointed manager and buy- 
er of the sporting goods de- 
partment of Knapp & Spen- 
cer Co., Sioux City, Iowa 
wholesaler. 

Mr. Asmussen:; has been in 
the hardware business for a 
number of years and has 
had experience on the road. 


Aubuchon Opens 57th 
Store in New England 


W. E. Aubuchon Co., 
Fitchburg, Mass., has open- 
ed its 57th store in the new 
Townsend Shopping Center, 
Townsend, Mass. The firm 
plans to open stores No. 58 
and 59 after Jan. 1. 

W. E. Aubuchon Co., 
founded in 1908, currently 
operates 37 stores in Mass- 


achusetts, 11 
and 9 in New 


in Vermont 
Hampshire. 

The newest store is an 
ultra-modern structure with 
the latest in fixtures, fluores- 
cent lighting and asphalt tile 
flooring. Grand Opening 
days featured door prizes 
and many specials. 


New Sales Corporation 
Elects Max Horowitz 


The newly formed Affili- 
ated National Sales Corp., 
Pittsburgh sales organiza- 
tion, has elected officers at 
its first regular meeting. 

President of the organiza- 
tion, called Anscor, is Max 
Horowitz, Pittsburgh. Other 
officers are: executive vice- 
president, Jack Geartner, 
Miami Beach; chairman of 
the board, Solly Magdoff, 
New Orleans. Anscor has 83 
salesmen. 
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BRAIDED PICTURE 
WIRE 


in NEW 
SELF-DISPENSING 
DISPLAY 





Mr. Wire Buyer: Now! Specify ANCHOR quality Braided Picture 
Wire in the self-dispensing display. Ideal for counter or shelf, peg- 
board or self-service display. Ten individually boxed 15’ or 25’ coils to 
a display. Available in seven sizes. Order through your wholesaler. 


NCHOR 


WIRE CORPORATION 


Reet peek Ff 2 Ge Tee 
JAMAICA 23, LONG ISLAND, NEW YORK 


Want more facts? Circle 173, p. 79 














__.“dustpak’”’ PROFITS 


SALES-PACKED 

PRINTED POLYETHYLENE 
NEW PATENTED PROCESS 

"SHOWCASE" PACKAGE 


Outsell because they excel! 


P= DISPOSABLE VACUUM | _ su: 
_ | CLEANER DUST BAGS | *'"" 
t for TANK, Made to standard SHOW 
; CANISTER, specifications Booth 


UPRIGHT in high quality +2706 

















filter paper 





DUSTPAK LTD., Inc. Dept. 6, 205 N. 7th St., Bklyn. II, N.Y. 











Want more facts? Circle 174, p. 79 





DAYTON BAIT AND MARINE 
PRODUCTS COMPANY 
2701 S. Dixie Dr., Dayton 9, Ohio 


In Canada: Dayton Bait Reg., 11 $80*Poincare Street, Montreal 12, Quebec 


Want more facts? Circle 175, p. 79 
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—_—_—_—_—_——-News of the Trade 


news in brief of 


MANUFACTURERS AGENTS 


@ Funke & Hoffman, New York—S. T. Williams Co., 220 
Fifth Ave., New York, has merged with this firm. The 
Williams company will be operated by Funke & Hoffman 
and the showroom and office will be kept along with its 
own offices at 11 W. 42nd St. The sales force is now eight 
men. 


@ Doxsee & Brient Co., Mission, Kans.—This is the new 
name of the former John O. Doxsee Co., Mission agency 
according to an announcement by the principals, John O. 
Doxsee and Wes Brient. Offices are at 5920 Nall Ave., 
Room 204. 


@ Oxwall Tool Co., Ltd.. New York—Colorado, Montana, 
New Mexico, Utah, Wyoming, eastern Idaho and E| Paso, 


Tex., to M & M Sales Co., Denver. 


@ Lazy Boy Lawn Mower Co., Kansas City—Ohio and 
Michigan to John J. Gallagher Associates, Toledo. 





News About Dealers: 





(Continued from page 122) 


group meets every Tuesday 

to discuss such things as 

their combined full-page 

newspaper ad placed each 

month. Among members are: 

Cabrillo Hardware, Price 

Hardware, Mission Beach 

Hardware, Euclid Plaza 

Hardware, Blase & Caffe- 

rata, Bergers Hardware, 

Variety Hardware, Finwall | 

Hardware, Baker Hardware, KARL BING 

and Hillerest Hardware. 

Ray-O-Vac Appoints 

Hammond, Ind. — GIBSON Bing Division Manager 

PAINT & SUPPLY CO. was Karl 

first prize winner of a na- pointed distributor sales di- 

tional dealer contest con- yjcion manager for Ray-O- 

ducted by Star Bronze Co., ya. Co. Madison. Wis.. re- 

Alliance, Ohio. The $400 sponsible for the entire do- 

first prize was presented to mestic distributor organiza- 

B. T. Gibson by R. D. Lytle, 435) 

national sales manager of Rav-O0-Vac has 

Star Bronze, during a cere- Ernest J. 

mony at the Gibson store. tpo 

Gibson’s was a grand prize 

winner in the five-month con- 

test with 975 monthly dealer 

prizes awarded. 


= -————_ 


Bing has been ap- 


named 
Haar manager of 
special sales division 
and William J. Vitense to 
sales planning and _ service 
manager. 





B. T. Gibson, center, Gibson Paint & Supply Co., Hammond, Ind., 
r ceives a first-prize check from R. D. Lytle, national saies manager, 
~tar Bronze Co., Alliance, Ohio. Melvin Guggenheim, left, Paint 
Specialties Co., Chicago Star Bronze distributor, looks on. 





Trade 


Beatty Elected Montana Assn. President 


News of the 


all 


Neil B. Beatty, Haas & Associates Implement Co., Great Falls, was 
elected president of the Montana Hardware & Implement Assn. at 
its convention Nov. 3-5, in Billings. A. S. Hagenston, Hagenston 
Hardware, Glendrive, was elected vice-president. Newly elected 
directors are Al Nelson, Viaduct Implement Co., Havre, and John 
Wall, Power-Townsend Cx,. Helena. Holdover directors are Leslie 
E. Davies, Davies Farm Supply, Missoula; Ford Hughes, Service 
Supply, Cut Bank; Gereld E. Melena, Solberg Implement Co.., 
Scobey; E. C. Wiechman, Miles & Ulmer Co., Hardin; and Herbert 
J. Zent, Zent Hardware, Hysham. Shown left to right Mr. Hagenston, 
President Beatty, Mr. Crichton, Crichton Hardware, Deer Lodge, 
retiring president, and Mr. Wall. 


brief reports of 


MANUFACTURERS SALESMEN 


Corp., Mansfield, Ohio — Three 
Walter R. B. Hall, former dis- 
trict manager, to Central region out of Cleveland: B. C. 
Bruemmer, formerly with Landers, Frary & Clark, to 
Northwestern region out of Chicago; A. H. Heitzler, Jr., 
former district manager, to Pacific region out of 
San Francisco. 


@ Westinghouse Electric 
named regional managers. 


(‘oast 


@® Rubbermaid Inc., Wooster, Ohio Two salesmen 
moted to newly created post of assistant divisional 
managers. James A. McCaffrey in the 
James J. Stout in the Central Div. 


pl O- 
sales 
Eastern Div. and 


e@ J. Wiss & Sons Co., Newark, N. J.—Two salesmen ex- 
pand coverage. Richard B. Connell, covering southwestern 
Ohio, adds part of Indiana. Donald F. Ausman, covering 
Michigan and part of Ohio, adds north central 


@ Streater Store Fixtures, 
store planning engineer 
Bay area and northern 


Salinas, Calif.—Don Frerkson, 
serving hardware 


California. 


@ Desmond Bros., Torrance, Calif—Robert Campbell! and 
Don Petersen to cover Minnesota, Wisconsin, North Da- 
kota and South Dakota for Deft Wood Finish. 


@ Mirro Aluminum Co., Manitowoc, Wis.—Charles Rath- 
sack, former retail hardwareman, to Ohio and Pennsylvania. 


@ Southern Fabricators Corp.., 
McKnight, Jr., 
Ohio, 


Steeleville, I1l—Harry G. 
appointed representative to cover Michigan 
western Indiana and northern Kentucky. 


@ Thor Power Tool Co., Aurora, Il].—B. J. 
San Francisco branch manager 
J. R. Householder 


’ 


Herron from 
to Seattle branch manager. 
succeeds him at San Francisco. 


@ Coleman Co., Inc., Wichita, Kans.—Jay Hamblin, 
regional manager for the Northwest, to 
sales manager with headquarters in Wichita. 


former 
national field 


@ Osrow Produets Co., Inc., 
Cohen to cover 


Glen Cove, N. Y.- 
up-state New York territory. 





Indiana. | 


stores in the | 





- Lester 


Practically 
everyone 
needs 


~AMBROID 


LIQUID CEMENT 


Whatever a customer comes in for, he 

should go out with a tube of Ambroid. It's a 
‘must’ for making and mending things — 
around the house, at the workbench, for sports 
and hobbies. Great ‘impulse item”’ 

when you put it where they see it! 


AMBROID 
Car ey TNS bs 


E. Weymouth 88 
Mass. 


Want more facts? Circle 176, p. 79 








...AT THE 
NATIONAL 
HOUSEWARES 
EXHIBIT 
IN CHICAGO 


BE SURE 
TO VISIT 
THE WISS 
BOOTHS #1547, 
1549, 1551... 


biggest name in the business! 
Wis S&S J. Wiss and Sons Co., Newark 7, N.J. 


_Want more facts? Circle 177, p. 79 





Lregton 
has it 


Furnished Line 


DAYTON BAIT. 
AND MARINE 
PRODUCTS COMPANY 


In Caneda: Dayton Bait Reg. 


2701 S. Dixie Dr. 
Dayton 9, Ohio 


, 11580 Poincare Street, Montrec!l 12, Quebec 


Want more facts? Circle 175, p. 79 
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HORACE R. WHITTIER 


Floyd Wallace Buys 
Cooper Thermometer 
(Continued from page 122) 


the 
be complete 


ject to 
purchase 
Jan. 1. 

Horace Whittier will con- 
tinue as president of the 
firm. Elmer Whittier will 
resign as of Jan. 1 and will 
be succeeded as vice-presi- 
dent by Mr. Wallace. Other 
management staff members 
and personnel will remain 
unchanged. 

Mr. Wallace, a member of 
the Wallace Silversmiths 
family, plans a program of 
expansion for Cooper. He 
was in charge of product 
development, planning, and 
merchandising at Wallace 
Silversmiths before it was 
sold last year. 


contingencies, 
will 


New Firm Purchases 
Western Paint Div. 


A newly formed organiza- 
tion has purchased the busi- 
ness, formerly operated as 
Western Paint Div. of Mar- 
shall-Wells Co., from Coast- 
to-Coast Stores, Inc., Min- 


neapolis. The new firm is 
Western Paint Co., Duluth. 

Edward G. Carlson, presi- 
dent and general manager 
of the new firm, has an- 
nounced that Western will 
continue to use the Marshall- 
Wells brand name for paint 
products. However, there is 
no longer any connection be- 
tween Western Paint and 
Marshall-Wells. The new 
company will also continue 
to use the Western Paint 
name to retain its 40-year- 
old identity. 

Western Paint was origin- 
ally organized in 1920 to 
make paint for Marshall- 
Wells. In 1959, the division 
was purchased by Coast-to- 
Coast. Mr. Carlson has been 
general manager of the op- 
eration since 1948. 


Lewis Research Names 
Yeager Sales Manager 


Lewis Research Labor- 
atories, Inec., Englewood, 
N. J., has appointed Edwin 
M. Yeager, Jr., sales mana- 
ger of the consumer products 
division. 

Mr. Yeager was a mer- 
chandising executive with 
Hess’s department store of 
Allentown, Pa., before join- 
ing Lewis. 


Lewis Joins Toastmaster 

Earl W. Lewis 
named advertising manager 
of Toastmaster Div., Mc- 
Graw-Edison Co., Elgin, III. 
He was formerly vice-presi- 
dent and account executive 
for Meyer Merchandising 
Service, Chicago. 


has been 





Arnie Moe of S & M Named Buyer of Year 


oy . 
Arnie Moe of the S & M Co., Minneapolis wholesaler, was presented 
the Buyer of the Year Award for 1960 by the Manufacturers Agents 
Independent Organization of the Upper Midwest. Mr. Moe, now 
general merchandise manager of S & M, received the award for 
his work as a housewares and gift buyer up until Sept. |. Left to 
right: John Sieff, S & general sales manager; Monroe Kronstedt, 


club president; Phil Sieff, S & M president; Mr. Moe. 
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William F. Stephenson, 94,.... 
Champion of the Underprivileged 


Neither age nor handicap can keep William F. 
Stephenson from his pet project of champion of the 


underprivileged. 


Mr. Stephenson, 94-year-old retired vice-president 
of Stratton-Warren Hardware Co., Memphis, Tenn., 
wholesaler, is founder of the Memphis Downtown 
Exchange Club, which holds a newspaper sales drive 
every year for the benefit of underprivileged youths. 
Each year Mr. Steve, as he is affectionately known, 
has headed the list of club members who have sold 
more than $100 worth of papers. 

When the newspaper sales drive kickoff luncheon 
was held this year Mr. Steve was confined to his 


home following amputation of a leg. 


In spite of 


the handicap, Mr. Steve again headed the member- 
ship list at kickoff time with his contribution of 
$200 in sales. He sold papers entirely by phone. 
Whenever a member sells $100 worth of papers 
in the pre-kickoff sales drive he gets an “I Dood It” 


ribbon at the luncheon. 


Mr. Steve couldn’t be there 


in person but he was there in spirit. Club president 
John Robinson pinned two ribbons on Mr. Steve’s 
picture, one for the $100 sales and one for exceeding 
his own record of last year. The picture normally 


hangs in the Club 


office. 


Its plaque states that 


William F. Stephenson founded the Club Aug. 5, 


1921. 


Other members of the Club may have surpassed 
Mr. Steve’s sales of the Memphis newspaper, Press- 
Scimitar, before this year’s campaign was finished, 
but they didn’t surpass his effort. 





Dates Announced For 
Wholesalers’ Shows 


Northern Wholesale 
Hardware Co., Annual 
Convention and Mer- 
chandise’ Show, Feb. 
19-21, at company’s 
main office, 519 N. W. 
Park St., Portland, Ore. 


Geo. C. Wetherbee & 
Co., Detroit, Mich. 
Dealer Show, Jan. 29- 
31, at Detroit Light 
Guard Armory, 4400 
E. Eight Mile Rd., 
Detroit, Mich. 


Dates of other wholesalers’ 
shows announced previously 
are shown in the Convention 
Calendar, on page 106. 











Three Plastic Firms 
Merge; Become Fedco 


The Federal Tool Corp., 
Lincolnwood, Ill., has merged 
with Proven Products, Inc., 
and Federal Premiums Ser- 
vice, Inc., both of Skokie, 
Ill. 

The new firm, called Fed- 
co Corp., will operate the 
following divisions: Federal 
Housewares, Federal Tool & 
Die, Proven Products, and 





Federal Molding & Stamp- 
ing. 

J. G. Tobin, president of 
Proven Products and Federal 
Premium Service, has been 
elected president and chief 
executive officer. Vice-presi- 
dents are Richard M. Wil- 
lets, Richard N. Means, 
James E. Wood, Efrem Os- 
trowsky, and Paul Sodayko. 


Awerds to Wholesalers 


Supplee- Biddle-Steltz Co., 
Philadelphia wholesaler, has 
received two sales achieve- 
ment awards from Corning 
Glass Works, Corning, N. Y. 

Peden Iron & Steel Co., 
Houston, Tex., was awarded 
a bronze plaque, for leader- 
ship in caster distribution, by 
Faultless Caster Corp., 
Evansville, Ind. The plaque 
also marked 25 years of as- 
sociation between the two 
companies. 


Toy Makers Elect 


The Toy Manufacturers of 
the U.S.A., elected Edward 
P. Parker president at its 
annual meeting at the Bilt- 
more Hotel, New York. Mr. 
Parker is executive  vice- 
president of Parker Broth- 
ers, Inc., Salem, Mass. 











Thomas Palmer Retires 
From Russell & Erwin 


Thomas H. Palmer, widely 
known in builders’ hardware 
marketing circles, has re- 
tired after 57 years with 
Russell & Erwin Div., Amer- 
ican Hardware Corp., New 
Britain, Conn. 

Mr. Palmer joined the 
Brooklyn office of the firm in 
1903 as an office boy. Dur- 
ing the next 57 years he cov- 
ered every state in the coun- 
try as a sales executive. In 
1945, Mr. Palmer became su- 
pervisor of Russwin’s con- 
tract and sales department. 
He has been at the home 
office ever since. 

Mr. Palmer plans to live 
in California where he headed 
up the San Francisco office 
for a number of years. 
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THOMAS H. PALMER 


Daniel Devine Joins 
Liberty Distributors 


Daniel P. Devine has been 
named promotion manager of 
Liberty Distributors, Phila- 
delphia. He was assistant ad- 
vertising manager of M. A. 
Bruder & Sons, Inc., Phila- 
delphia paint manufacturer. 

Mr. Devine has a _ back- 
ground of 24 years in hard- 
goods and merchandising. For 
15 years he was advertising 
manager for an automobile 
accessory firm of chain stores 
and a chain drug firm. 





DANIEL P. DEVINE 


w! 


J 


News of the Trade 











Wholesale Salesmen Complete Special Lockwood Course 
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A Customers Contract Training Course conducted by Lockwood Hardware Mfg. Co., Fitchburg, Mass.. 
has been completed by eight students selected from the sales forces of Lockwood contract hardware 
distributors. Adon H. Brownell, Lockwood vice-president and author of the Hardware Age Builders 
Hordware Handbook, planned and supervised the course. Shown at graduation exercises are: standing, 
left to right, Edwin H. Bryant, Lockwood vice-president; James W. Wickham, Skyline Paint & Hardware, 
Inc., Roanoke, Va.; Herman L. Kellman, General Bldg. Supply Corp., Gary, Ind.; Sam Crissman, 


Lockwood national sales manager; Donald Epstein, 


Gord's 


Hardware & Builder's Supply, 


Toronto; 


George E. Wheatley, Lockwood contract sales manager; Karl J. Malmgren, contract sales service man- 


ager. 


Seated, left to right, Nick E. Planey, G. W. Tischer Hardware Co., Dayton, Ohio; James 


M. Eaton, Fifer & Beatty, Philadelphia; Philip Peskin, Atlantic Hardware & Supply Corp., New York; 
Mr. Brownell; Lee H. Bailey, Michigan Certified Concrete Products Inc.. Grand Rapids, Mich.; Lionel 
B. Coutu, Coutu Lumber Co., West Warwick, Rhode Island. 





Spectro-matic Names 
Officers, New Members 


Election of officers, admis- 
sion of a new member and a 
special two-day meeting for 
sales and merchandising per- 
sonnel highlighted the Fall 
meeting of Spectro-matic As- 
sociates. The heads of mem- 
ber firms met at the Faust 
Hotel, Rockford, Ill., where 
Valspar Corp. was host com- 
pany. 

John A. Neuman, sales 
manager for Valspar’s trade 
sales division, was elected 
secretary-treasurer of Spec- 
tro-matic. All other officers 
were reelected for a second 
term. 

A series of meetings for 
sales and merchandising per- 
sonnel of member firms in- 
cluded presentations of 
several machines, merchan- 
dising aids and seven work- 
shop sessions. 


Bathroom Items Maker 


The Del Mar Mfg. Co., 
Gardena, Calif., has been 
formed to manufacture and 
distribute bathroom accesso- 
ries. Del Mar will operate 
as a subsidiary of A & A Die 
Casting Co., also of Gardena. 
Officers of the new company 
are: Fred Hartenstein, pres- 
ident and general sales man- 
ager; John Allen, vice-presi- 
dent; and Victor Anderson, 
secretary-treasurer. 


OBITUARIES 





John C. Stine, Jr. 


John C. Stine, Jr., 76 years 
old, sales manager of Shields 
& Bro., Philadelphia whole- 
saler, died Nov. 23 in Bryn 
Mawr, Pa., Hospital two 
weeks after a heart attack. 
Mr. Stine joined the com- 
pany in 1902. He traveled 
in Philadelphia, Lancaster 
and Lebanon counties, and 
the Cumberland Valley ter- 
ritories. In 1953 he was ap- 
pointed sales manager. His 
father also was a Shields & 
Co. salesman. 


Elmer A. Johnson 


Elmer A. Johnson, head 
of the housewares depart- 
ment of A. C. McClurg & 
Co., Chicago distributor, died 
Dec. 3 at his home in Evan- 
ston, Ill. Mr. Johnson, a 
veteran of the housewares 
and toy business, joined 
McClurg in 1941. 


Ira A. Wood 

Ira A. Wood, 77, retired 
Bristol, Tex., hardware 
dealer, died recently in his 
Ennis, Tex., home. 


Albert Divoky, Sr. 


Albert Divoky, Sr., 86, re- 
tired hardware dealer, died 
Nov. 21 at his son’s home 


in Newbury, Ohio. Mr. Di- 
voky operated Divoky’s 
Hardware Store in Cleveland 
for 35 years before he retired 
10 years ago. 


George W. Kornely 


George W. Kornely, 73, 
Milwaukee hardware dealer, 
died recently at St. Michael’s 
Hospital after a short illness. 
Mr. Kornely operated a store 
on N. Green Bay Ave. and 
was also vice-president of 
J. Kornely Hardware Co. on 
W. North Ave. 


Al Green 


Al Green, 76, co-founder of 
Green Brothers Hardware, 
Lawrence, Kans., died _ re- 
cently at University Medical 
Center, Kansas City. Mr. 
Green retired in 1947. 


Anna E. Roch 


Anna E. Roch, 67, em- 
ploye of Vonnegut Hard- 
ware Co., industrial supply 
distributor, Indianapolis, 
Ind., died recently in Com- 
munity Hospital. Miss Roch 
had been with Vonnegut for 
18 years. 


Edward B. Mills 


Edward B. Mills, Carbon- 
dale, Pa., hardware dealer, 
died recently in Carbondale. 
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Classified Opportunities Section 





Help Wanted, Accounts Wanted 
Business Opportunities 
Representatives Wanted, etc. 
Set solid, maximum 50 words.. 
Each additional word... 


Positions Wanted 


(Special Rate) set solid, 
50 words 


Each additional word 


or Your Address 





$5.00 
10 


8 
Allow Seven Words for Keyed Address 


CLASSIFIED ADVERTISING RATES 


BOXED DISPLAY AD RATES 


$8.00 per column inch 
5°, discount allowed for 4 or more con- 
secutive insertions of Boxed Display Ads. 


Cuts or special borders not accepted. 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
Chestnut & 5éth Sts., Philadelphia 39, Pa. 


NOTE: Samples of merchandise, literature, 
catalogs, etc., will not be forwarded to box 
number advertisers, unless accompanied by 
sufficient postage for remailing. 


No agency commission allowed. 
HARDWARE AGE is published every other 
Thursday. Classified forms ciose 3 weeks 
prior to publication date. 

Remittance must accompany order in form 
of check or money order, payable to HARD- 


WARE AGE—Cladssified Section, not currency 
or stamps. 








REPRESENTATIVES WANTED 


REPRESENTATIVES WANTED 


~- ACCOUNTS WANTED 





SPECIALTY SALESMAN-AMMUNITION 


Jobber salesman located in the Kansas City 
area who has had gun and ammunition selling 
experience and is free to travel 3 to 4 weeks at 
c time wanted for five state territory. Job 
requires active man, in good health, with re- 
cent model car. References supplied prior to 
interview must stand full investigation. Prod- 
ucts in addition to imported ammunition in- 
clude firearms, pellet arms, scopes and binoc- 
ulars. Customers are all types of retail out- 
lets, large and small. This is an AA-! rated 
compony paying basic salary, commission and 
bonus plan, also travel expenses with Blue 
Cross available and other benefits 


Write Box P-45, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











REPRESENTATIVES WANTED 


EXCELLENT LINE for sales representatives 
calling on the retail trade in hardware, de- 
partment, variety and chain stores. Item has 
excellent repeat business! Good commissions. 
Write, giving territory and background. 


MIDWEST PLASTICS INCORPORATED 
208 Bates Avenue St. Paul 6, Minn. 














MANUFACTURER OF OUTSTANDING LINE 


Of Aerosol Products and Blister Packed 
Carded Specialties has several territories open 
for aggressive sales organizations selling all 
types of traode, particularly Hardware ond 
Gorden. We will be exhibiting at the Noa- 
tional Housewares Show in Chicago. 

Write Bex P-35. ec 0 HARDWARE AGE 

Chestnut & 56th Sts., Phitadelphia 39, Pa 











REPRESENTATIVES WANTED 


Leading manufacturer of quality builders 
hardwore competitively priced featuring com- 
plete line of aluminum thresholds, closet rods, 
door stops, door closers, grilles, push bars, etc.., 
with choice territories available. Write stating 
full particulars. LUSTRE LINE PRODUCTS 
53 N. 2nd Street, Philadelphia, Pa. 














REPRESENTATIVE WANTED 


High quality, fast repeat line of paint special- 
ties. Available to Manufacturers representa- 
tive calling on Paint, Hardware and Lumber 
Retailers, in New England and upstate New 
York area 


Write Box P-40. c 0 HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 





Representative Wanted For Alaska Territory 


Manufacturer and Distributor § desires 
Commission Representative to sell 
Plumbing and Heating Contractor: 
Building establishments and Lumber 
full lines of Bath and Kitchen Bras 
tures Globe and Gate Valves Copper 

Copper Fittings, China and Steel Bathroom Fixtures 
in white and color. State experience and territors 
covered and references. 

Write Boy P-38, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39. Pa. 


experienced 
direct to rated 














HARDWARE SALESMAN 


Masback Inc., has openings for additional 
experienced salesmen in Eastern Pennsyl- 
vania Area. Write in detail to Sales 
Manager, Masback Inc., 330 Hudson 


Street, New York City 13, New York. 











MANUFACTURERS’ AGENT 


Midwest manufacturer of hand stud drivers, 
ers, and self drilling expansion shields now expand 
ing distribution, has several protected territories 
available. This fast moving repeat line is sold in 
volume to Electrical, Plumbing. Hardware and Build 
ing Supply distributors When responding include 
area covered, and lines presently handled 
Write Box P-47, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


fasten- 











SALESMAN WANTED to call on 
in established Western Penna. and 

New York territory to sell Dog 
leather Goods and Hardware. This is a 
tull time proposition for the right man 
Leather and Hardware Corp., Orrville, 


Hardware 
West 
(,oods. 
good 
Orrville 
Ohio. 


SALES 


open for 


REPRESENTATIVE 

famous WAX-O-MATIC 
Michigan, Oregon, Washington, 
tucky, New York State. Only 
resentatives need apply. See 
pany, Lakefront Exposition 


156 


lerritories 
WAXER 
Indiana Ken 
established rep 
Master Mfg. Com 
Center, Booth No 
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S AL ESMEN WANTED: To sell power 
nd garden equipment in the following 
South, Central and Northern New 

Rockland and Sullivan Counties. West 

and Sutfolk Counties in New 
Box P-46, c/o H ARDW ARE AG 
56th Sts., Philadelphia 39, Pa. 


] ivww 1} 
terri 
Jersey, 


TOTIeS: 

Monro re. 
chester, 
York, 


(Chestnut & 


MANUFACTURER of expansion anchors seeks 
aggressive sales representatives calling on Indus 
trial Hardware, Lumber, Electric Supply and 
industrial users. Write stating territories covered 
and lines handled. Write Box P-44, c/o Harp 
WARE AGE, Chestnut & 56th Sts., Philadelphia 
39, Pa. 


ESTABLISHED MANUFACTURER 0 
America’s finest line of Lawn Sprinklers, Root 
Feeders, Plant Food, Fisherman’s Handi-holders 
and Mail Scales has territory open for salesmen 
calling on dealer and jobber accounts. Prospects 
unlimited Hardware, Lumber, Garden, Depart 
ment Stores, etc. Liberal Commission. Hubbard 
Mfg. Company, 2668 Territorial Road, St. Paul, 
Minn. 


ern New 


REPRESENTATIVES 


phases of jobbers. Ca! 
rressive service We are 
With established actively 
office T New York 
{ oe elatl a and 9 j 
nt ou car 1] 
Ww RITE ANCO Cer- 
Pittsburgh 22, Pa 


ect triegui) ( 2 
poration, > WwW oon Street. 














OPEN FOR NEW _— 


Bu 1eT= iat war J 

eT rity seal experiel 

oe “a Nebras Ka ‘i 
and South Dakota Top exp 
hardware uliery ei Be 

(Tact ana ank 


Write Box P-!t!, ec 0 HARDWARE AG‘ 
Chestnut & 56th Sts., Philadelphia 39, Pa 














CANADA 


Manufacturers representative with office n 
Montreal calling on wholesale hardware trade 
in Eastern Canada, requires additional line 
on exclusive basis. Long established and well 
known to the trade. Write 
Box P-3!, ¢c 0 HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39. Pa 











WELL ESTABLISHED 
ERS’ REPRESENTATIVE open for additiona 
Hardware, Housewares or Garden line for Metre 
politan New York and New Jersey. Concentrate: 
nersistent coverage of Hardware, Housewares arn: 
Garden Wholesalers, Rack Jobbers, Chains 
Catalog Houses. Excellent Reputation in trad 
Write Box F-18, c/o Harpware Ace, Chestnut 
& 56th Sts., Philadelphia 39, Pa. 


MANUFACTUR 





talk to us confidentiall, 

’ years housewares, hardware and 

premium sales experience. We know and SE 
in New York (metropolitan) and New Jersey 

real market feel. Write Box P-41, c/o Dane 

WARE AGE, Chestnut & 56th Sts., Philadelphi: 

9. Pa. 


[ NH. APPY, 
Ten 


sales 





WANT 


because we 


SALES RESULTS? We get them 
concentrate in Michigan, Ohio, Indi 
ana Will handle two additional hnes—oniy 
highest grade considered. Write Box A-10, c/o 
HarpWarE Ace, Chestnut & 56th Sts., Philadel 
phia 39, Pa. 





SALES 


tional 


REPRESENTATIVE wants addi 
lines for Eastern Pennsylvania and South 
Tersey. Write Mr. Stephen Kerr, 69 


ite Avenue, Flourtown, Pennsylvania 


CIiere 





HELP WANTED BUSINESS OPPORTUNITIES POSITIONS WANTED 


WHOLESALE HARDWARE catalog com DESIRES POSITION with Manufacturer 0 
piler experienced in all lines of hardware bs Manufacturers Agents. Calling on srawa' 


WE ARE SEEKING AN tablished mid-west catalog publishing house Writ Mill Supply, Plumbing and Heating Suppl: 


aw ling new a¢ 
tull resume, salary desired, etc Box P-3 > o Jobbe Have broad experience opening 


EXPERIENCED BUYER HarpWarE AcE, Chestnut & 6th Sts., Phil: "Oh and doing Missionary work bese eee 


delphia 39, Pa. alesme Chemicals, Striking, Contractors, 


i i ide Tools. Vises and Plumbing and Heating Sup 
ro ps se er ee ore oer _ have called on the trade in Illinois, Michi 


ware, who is accustomed to working at the NEW BUILDING OR REMODELING gan, Indiana, Kentucky for 25 years. Write =~ x 

wholesale level with a Control System. “ee Ce ot ee rd ene P o Harpware Ace, Chestnut & 56th Sts 
. . We can help you. We assist you to de- Phi idadelphia 19. Pa 

Our company is young, growing and termine store location, size, interior, 

structured, both in thinking and man- exterior, and display fixtures. Write for te 

power, to meet dynamic needs of the reasonable rates, which will save you ADVERTISING MANAGER. Twenty years 

future. Location Middle Atlantic Coast money. Box M-27, ¢/o HARDWARE AGE, experience getting the order with successtul direct 


; 
j ; ; (‘he 5tth Sts., Philadelphia 39, mail and trade paper promotions. Veteran ad 
Region. Reply in strictest confidence, wag es, 2 silane te verwriter specializing in hard-hitting, hard-sell for 
giving full details as to age, experience, a hard goods. Highly creative, expert ~ planning, 
} ; le vout. copy, Statistics, customer arm prospec: 
education, salary requirements, etc., to Weise "Box P36. c/o A atene ee 


corres wndence. JU, 
Box N-30, ¢0 HARDWARE AGE POSITIONS WANTED AGE. Tncuaanal & 56th Sts., Philadelphia 39, Pa 
Chestnut & 56th Sts., Philadelphia 39. Pa ha oe 2 Es : , 
TOP WHOLESALE EXECUTIVE now avail ; 
able. Seeks opportunity with aggressive, growing CAPABLE 28 year old family man with hive 
SALES MANAGER for established upstat firm Background includes many years in. all ars sales experience calling on hardware, mill 
New York wholesaler with 6 an outside sale phases of wholesale operations, with especialls supply and electrical wholesalers desires sales 
torce Require creative, hard-hitting, take chi g broad experience developing and operating volun position with aggressive manufacturer sales 
lan, capable of assuming complete bu y an tary chain of retail stores. All correspondenc: agency. Well known in Southeastern — Can 
selling re sponsibility. Salary open Wr rite fully will be treated confidentially Write Box P-4 furnish top references. Write Box , C/O 
to Box P-39, c/o Harpware Ace. Chestnut & c/o Harpware Ace, Chestnut & 56th Sts.. Phila Hakpw sre Ace, Chestnut & 56th Sts., Phila 
sts., P hil adelphia 39, P's delphia 39, Pa delphia 39, Pa 






































Here is the inventory sheet you helped to design 


Inventory counting simplified 
with these new sheets 


We asked hardware dealers what they wanted sheets. Over 500 sheets, $1.10 per 100 sheets. 
in an inventory counting and record form. Their Overall size of sheets: 944 x 11%, in. 


answers are incorporated in the new HARDWARE : eee ae 
Acr Inventory Record forms Yellow sheets, Form CC401, have 36 listing 


lines on each side on high quality yellow paper. 
Thousands of dealers have used HA Inventory Listings include: article name, unit, cost price 
Records in the past, because they are practical unit, cost extension, percent discount or deprecia- 
and easy to use. The revised forms will make tion, amount of loss taken. Prices, postpaid, are: 
your inventory taking even easier. $1.75 per 100 sheets up to 500 sheets; over 500 
Inventory sheets come in two styles—white and sheets, $1.50 per 100 sheets. Overall size of 
yellow. Both types are ruled to permit use of sheets: 10 x 151% in. 
typewriter (double-spaced) without adjusting 
machine. All sheets are punched for loose-leaf 
binders. 


Make your inventory taking easier this year 
by ordering a supply of these new forms now. 
Please send check with order to HARDWARE AGE, 

White sheets, Form CC402, have 25 listing Chestnut & 56th Sts., Philadelphia 39. Make 
lines on each side, on good bond paper. Prices, check payable to HA Reader Service Dept. Spec- 
postpaid, are: $1.35 per 100 sheets up to 500 ify color or Form Number. 


a MEANS @ 

i. DEWK Bee PROFIT 
re N with Satisfied Cuitonersse =», || CADDY No Rut 
Nes ee ° ea Aluminum 
) 79¢ a - : . Chrome 


THE SNOW WHITE PLASTIC ‘SO wel Cleaner 


TUB and TILE & a meg Bush On 


: 3 Rinse Off Wipe Off ‘¥ 
ainG) = It Sparkles : New Luster abd 


DE Wi TT PROD U CTS co. Look for other Caddy P-sducts Show: 
5868 PLUMER ST. DETROIT 9, MICH. The CADMAN CO. 4197 Lee Rd. Cleveland 28. Ohio- 


Want more facts? Circle 178, p. 79 Want more facts? Circle 179, p. 79 
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CADDY 
No Scrub 
Vinyl-Plastic 
Leather 
Cleaner 














» hest-sellers by Perfect-Line Index to Advertisers 


THE ADVERTISERS INDEX is ¢ lished as a convenience and 
Perfect-Line’s new one-gang T-11 box SAVES TIME, LABOR AND | Ot GS a part of the advertising contract. Every care is 
MONEY. Replaces 3 ordinary boxes, weighs 24 less and comes taken to index correctly. No allowance will be made for 
with 3, 4 or 5 ¥2” or 34” tapped holes. Takes all std. weather- errors or failure to insert. 
proof devices, lamphoider plates or blanks. For grounding 
specify TG-11. Window-box pkgd. 2 aluminum plugs sup- 


plied. Only 234"x442"x2”. A | Dennis Mitchell Industries, 


Add Sales Co... | Inc. 

Ambroid Co., Inc. | Desmond-Stephan Mfg. Co. 
ONE-GANG WEATHERPROOF Amertcae Chain Div. | Deveon Corp. 
CAST ALUMINUM » eegpampaiion — De Witt Products Co. 
MULTI-PURPOSE 


American Plastic Products Diamond Tool & Horseshoe 
Co. 
ae 27 


American Thermos Products Dustpak Ltd., Inc 
Re ae 35-38 


i a Anchor Hocking Glass Corp. 
| ‘ oe i. 116-117 E 
FLUSH-DUPLEX ; 4 > |. 
V7 4-Witlt1:) tele): iJ J ot | Anchor Wire Corp. ....... 124 Empire Brushes, inc. 


“DUO-LOK”’ ad —— ~~ we Animal Trap Co. of America 96 Sanne ya 
7 | ee Artistic Wire Products Co.., 


RECEPTACLES we ¥ ME | inc 120 


Atlantic Tubing & Rubber Co. 113 c 


J Faultless Caster Corp. 103 
New grounding-type P-L Receptacle or Receptacle /Switch comes B 
with dual aan ‘“‘Duo-Lok’’ snap-caps. Protects fingers and Foley Mfg. Co. 18 
cords and provides completely weatherproof seal. Made of die- Ballanoff Metal Products Co. 26 F Llin Metal & Rubber 

cast aluminum, the ‘‘Duo-Lok’’ comes with long-life stainless Bassick C iT estan oe 

steel hinge-springs, gasketed die-cast cover, rubber mat & Gssier WO. Co. 33, 89 
mtg. screws. Handsomely packaged to sell on sight. Bethlehem Steel Co. 13 


PERFECT-LINE MFG. CORP. | % So" Cor 1 


Brown, Inc., John Clark 130 G 
MIf“SVILLE, L. 1., NFW YORK e¢ WE 1.3330 
Want more facts? Circle 180, p. 79 General Electric Co. 
- a> eRe Ces Lamp Div. 20-21 





Gering Plastics, Div. of 
EE eer. Studebaker-Packard Corp. 94-95 


Cal-Dak Co. ....... .-24, 29) Graham & Co., Inc., John H. 
Columbian Rope Co. ... 10! King Cotton Cordage Div. 
Commonwealth Plastics Corp. 131 Seymour Smith & Sons, Inc. 
Cordomatic Div. _ 134 
Vacuum Cleaner Corp.... 108 
Crescent Tool Co. ........ 90 


Cross & Co.. W. W. 100 Gulton Industries, Inc. 


Griswold Mfg. Co. 


D H 


Dayton Bait & Marine | Hines-Park Foods, Inc. 
Products Co. .........124-125 (Duncan-Hines Institute) 





Kenberry GADGETS® 
ARE PROFITABLE | _ 


Sell Fast, Use 
Little Space 1 


Display as a family of = 
gadgets in one place on © 

peg boards or counter * 
Stack up : bins for fastest self- = 


,; service sales. Serving 
higher sales! Tongs in many sizes, : 


. “ styles. Cheese Slicers. © 
Display SCOTCH Jar Wrenches. Deluxe = 
Cellophane Tape— Roast Rack. Skewers =: 


in all sizes. Lacing : 
the fastest-selling Pins. Plate Hangers. 


' Potato Bake Rack. ; 
brand! Broom Clips. Food : 

Mixers. Beaters. Many © 
other gadgets. 


More than 50 is GOURMET ROTARY KNIFE. 
SCOTCH IS A REGISTERED TRADEMARK OF THE 3M CO. Kenberry GADGETS JOHN CLARK BROWN ‘wc 


Ask your jobber 
Minnesota Mi[inine AND Wanuracrurine COMPANY N MUNTGOMERY ST 
EG: or write for list iret ' ¥ 


»- WHERE RESEARCH IS THE KEY TO TOMORROW SS "7 GELLEVILLE 9,N.J berry OGETS 
=> eee 














Want more facts? Circle 181, p. 79 
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| | R 


International Salt Co., Inc... 33} Rich, Inc. Howard B. 
Irvin Ware Co. 26| Rival Mfg. Co. 
| Rubbermaid, Inc 


| 
J | : 


Jefferson Screw Corp 8 Samson Cordage Works 


Security Storm Lock & 
Hardware Co. 


Sheffield Hardware Co. 
Rol-O-Valve Sales 


| Sherman Mfg. Co., H. B. 

| Skuttle Mfg. Co. 

| Southern Fabricators Corp. 

| Southern Shellac Mfg. Co. 
Stanford Pottery, Inc.. 

| Star Key & Lock Mfg. Co. 
Stor Metal Products Co. 
Swing-A-Way Mfg. Co. 


K 


Kellogg Brush Mfg. Co..... 
Kenerson-Edger Co. 


Lufkin Rule Co. 


Lynwood Laboratories, Inc. 


M 


Magic Iron Cement Co., Inc. 9! T 
Marshalltown Trowel Co. 132 | Textile Machine Works 
Mayes Bros. Tool Mfg. Co. 132! Prizer Ware Div. 
Metal Ware Corp. | 28 | Thomas Industries, Inc. 


ighti Div. 
Miller Co., Inc., Robert E. 132 | wee nee mg we C 
. Co. 
Minnesota Mining & Mfg. vernee — 


Co. 130 | 


N Vichek Tool Co. 


National Cash Register Co. 115 
National Glove, Inc. 131 Ww 
National Housewares Mfrs. Wallace Silversmiths 


Assoc. 30-3! Washburn Co. 
National Screw & Mfg. Co. 133 |Wen Products, Inc. 


“— England Carbide Tool 12 Western Tool & Stamping Co. 
o. 
Wi Co., J. 
New Home Sewing Machine ios & Sone 2 
Co. 108 Woodhill Chemical Co. 


Nicholson File Co. 4| Wright-Bernet, Inc. 
Wrought Washer Mfg. Co. 


p 
Y 


Yale & Towne Mfg. Co. 
Lock & Hardwore Div. 


YOU CAN'T AFFORD TO FORGET! 


Perfect Line Mfg. Corp. 130 
Puritan Cordage Mills, Inc. 99 


—_——— 





the ORIGINAL mn Or? mets . 
e ‘Sa “OME sip, 
4 
DUO 4 
| 


PLASTIC ALUMINUM... one of 


the fine products in the nation’s 
most complete line of fix-it items. 


And be sure to stock 


Order from your Jobber 


THE WOODHILL CHEMICAL CO. 
“The mother-in-law approved line” ace 


1390 East 34th Street Cleveland 14, Ohio 
Want more facts? Circle 182, p. 79 








Sell complete hand 


protection with the 
; ‘ | be ; 


i 
ea 


,” at 
Cen | 
BAND 
TOP STYLE Comfortable, soft, pliant lambskin 
leather home & garden gloves... 
for years a best seller wherever disployed. Attractively packaged in 
g Pliofilm with colorful informative hanger tag. Available in ladies’ and 
. men's sizes. 


" 








* =6Here's National's new popularly priced glove 
\ tailored just for the ladies ...a real beauty .. . 
pastel green and double gold stitching for odded 
strength and beauty. The scalloped cuff provides added 
protection—keeps dirt from getting inside the glove. 


Packaged in pliofilm bags with colorful hanger tag. 














For colorful catalog and price list write: 


GLOVE, INC. 
COSHOCTON, OHIO 


Coshocton, Ohio 


Peters more vacts? Crete 183, P. 79 


A Division of Pretty Products Inc 








COMMONWEALTH THE HOTTEST 


GARDEN LINE IN AMERICA . . . PRICED FOR 
PROFIT . . . SHOW-PACKAGED TO SELL! 


J PATENTED 
ADJUSTABLE 
KNOB 





RAIN DRAIN 


FOR LEADER PIPES & DRAIN SPOUTS 


ee 
LEE 
FITS ANY 


STANDARD 
GARDEN HOSE 


FLEXIBLE 
LAWN-GARDEN SPRINKLER 


FENSTIX | C206) 
FLEXIBLE (VV V) 


GARDEN QQALY 
FENCING 


PROTECTS 
LAWNS EASY TO USE! 
BENDS TO 


SHRUBS 
GARDENS ANY SHAPE! 








SPINNING LAWN— 


DIRECTIONAL 
' GARDEN SPRINKLER 


FLEXI-SPRAY 





ON DISPLAY 


Spaces B41-B43 


THE NATIONAL 
HOUSEWARES SHOW 








Chicago Lake Front 
Exposition Center 








Jan. 16th through 20th 





COMMONWEALTH Zits cons 


LEOMINSTER, MASS. 
Want more facts? Circle 184, p. 79 
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MARSHALLTOWN TROWEL COMPANY « MARSHALLTOWN, IOWA 
Want more facts? Circle 185, p. 79 


READY,ser —......—_—mif 
id 7 | QUALITY LEVELS 





A LEVEL 
FOR EVERY 























for sure fire sales! 
Just the thing for all 


charcoal cooking @ TOTE GRILL 


eh 

F sae 

~ Pd 2 te 
ane Bea 

ae 
SP ae 

eae 

% 


Retai/s for $3 98 


West of Rockies $4.49 iy bonus, Tree fe rime. ETAILS 
deal of you" ay FOR “e" CITY, TENN. 


TOTE 'GRILL wesc on ws 
® ; , 


CAST IRON COOKING .... with charcoal flavor 
PLENTY OF CAPACITY ... to cook for 4 or more 
ENAMELED FIRE PAN ... rinses clean in seconds 
TRIPOD LEGS ... assure firmness on uneven surfaces 
ADJUSTABLE FIRE PAN ... to three positions 

SAVES CHARCOAL ... confines fire to small area 
STURDY CARRYING CASE... easy to carry or store 
REMOVABLE STAY COOL HANDLE for adjusting fire 

“‘Best in Iron Ware Since 1865” 

Contact your jobber-or write for complete information 


THE GRISWOLD MANUFACTURING CO., Sidney, Ohio 





Want more facts? Circle 186, p. 79 











Chang CS New products and new trade names are constantly being added to the listings for 


the next Directory Number of HARDWARE AGE »* Therefore, if you do not - A Q f) W A RE A 6 F 


find in the current issue of the Directory Number the product you are in- 
oe Chestnut & 56th Sts., 
terested in, write to the “Who Makes It’’ Editor. He'll be glad to serve you. Phila. 39, Pa. 














one set of 4 color 


GENUINE, ORIGINAL 
REGULAR Extra case hardened. Excelleat mirror fiaish, 7 
— plus a heovy nickel plate. , DOMES OF SILEN E 
a Ste FURNITURE LEVELER—> aay “py 


Adjustable Combine- FURNITURE GLIDES 


ten Leveler end Glider RUBBER-CUSHIONED! 


cores oF SL Eye r= - 
PES p= , 7 | 
on toe 5 a | steady Furniture. { “ len G L f D Ff 
:' i SIZES—I" base, 4 on : Vic ue SOFTLY, SILENTLY, 
One set of 4 in a € ==» card; I\4", 2 on card; I SMOOTHLY, OVER 
3-color box. 12 bexes 1", 2 on card. Drive Be = — oe — ALL FLOORING. 
In @ 3-color display carton. into universal socket or = tities SIZES AND TYPES 
SIZES: 114", 1%", ”", %". H". 2". B"- il | . 
aan OR ALL WOOD OR METAL FURNITURE. 


Ask your jobber or write- 35 Pearl St., New York 4, N. Y. 











Want more facts? Circle 188, p. 79 
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National’s your better buy 
for quality in product and package 


Experience has proved that packaging 
pre-sells the product inside. With that 
idea in mind, National gives you: 


Brighter boxes —trim, colorful cartons 
with the glossy finish that resists smudg- 
ing, stays Clean longer, dresses up 
fastener shelves, and keeps fastener 
departments looking spic and span. 


Color-coded labels—to instantly identify 
the kind of fasteners wanted. 


Large-type lettering—to make it easy to 


read sizes and names of the fasteners. 


The packaging a quality product deserves 
— because, most important, the fasteners 
themselves live up to the looks of the box 
... with quality that protects your repu- 
tation for selling dependable products. 

These are some reasons why so many 
of our customers standardize on the 


National line, and why they all agree: 
*“Natronal’s Your Beiter Buy.”’ 


Ask Your Distributor... He Knows 


THE NATIONAL SCREW & MFG. COMPANY «+ CLEVELAND 4, OHIO 


CALIFORNIA DIVISION, THE NATIONAL SCREW & MFG. CO. 


3423 SOUTH GARFIELD AVE., LOS ANGELES 22, CAL. 
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CHESTER 
HOISTS 


HODELL 
CHAINS 





